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Rough Proofs 


That New York morning news- | 
paper which ran a 20-year-old pic- 
ture of Jim Young must be expect- 
ing to get a lot of business from 
JWT. 

v v v | 

The Westgate Sea Products Com- | 
pany is explaining to customers | 
why there’s a shortage of Breast O’ | 
Chicken tuna. Now the customers | 
are reluctantly turning back to| 
breast o’ chicken. 


. @ > 


The reelection of Mayor La 
Guardia will no doubt convince a 
lot of other aspiring politicians that} 
they should add the word “goniff” | 
to their vocabularies. | 


= = ‘¥ 


In spite of higher woolen prices 
and buyers’ demands one _ place 
where there’s no shortage of new 


suits is the anti-trust division of | 
the Department of Justice. 
v v v 
“Anyone who has had any ex- 


perience in practical sales work,” 
says Buck Weaver, “knows that it’s 
rare for a customer to come in and 
demand that he be sold an auto- 
mobile.” Unless, of course, he has 
a car to sell, too. 


~~ . F 


The New York Dress 
will extend its campaign “to com- 


Institute 


bat the one-dress wardrobe evil.” 
They'll say that one dress is prac- 
tically undress. 


. Vv F¥ 


Now is the time for the men’s 
wear industry to come to the rescue 
of the fellow who’s down to one 
blue serge suit because his wife 
doesn’t want to be labeled “One- 
Dress Beulah.” 


, ee 


If the movies are interested in a 
chap who has a way with women 
they ought to look into this Ray 
Mithun who wrote a want ad for a 
maid and got 309 replies. 


v vy 


Mithun’s 18-line masterpiece car- | 
ried most of the dynamite in the | 
last line when he wrote “The last | 
girl we had stayed for four years, 
but marriage got her, goldarn it.” 


v . | 


Doug Arthur, of station WIBG, 
issues a list of words commonly | 
mispronounced on the radio. But 
‘or some reason he left out the pet 


f the sports announcers, “athalete.” 


- 


_ Dolph Camilli, voted the National 
“ague’s most valuable player, took 
tamin pills during the season. His 
‘upply probably ran out during the 
vor] series. 


v v’, 


Those crowds milling in the 
treets and cheering at all the big 


otball games had just heard the 
Ws of the return of ASCAP tunes 
the air lanes. 

7 , v 


such an old hand as Jim 


irley has just discovered that the 
tly way FDR spells “Democrat” 
With the same letters used in 
New Dealer.” 

Copy Cus. 


| William H. Howard of 


icriticism. 


| that 


| sales was 15 per 


NOT BENDIX! 


CORRECTING A 
WRONG IMPRESSION 


The javier: at Bead, Ven Jere 
recently (akew ever by the LS. ira 
nwa pari ol | 
BEVBIN LVENTION CORPORATION 


BENDIX 


AVIATION CORPORATION 


Considering this particular case of mis- 
taken identity too serious to ignore, 
Bendix Aviation Corp. ran 1,000-line 
copy last week in newspapers in 15 cities 
from New York to Los Angeles explain- 


| ing that its busy plants have no con- 


nection whatever with a strike-bound 


| aircraft accessory factory taken over by 


the Army at Bendix, N. J..—the site of 
one of 20 Bendix plants. This one-time 


copy was placed by Roche, Williams & | dance to the music of Tommy Dor- 


Cunnyngham. 


Self-Analysis Is 
Urged as Means 
of Improving Copy — 


Retailer Asserts More 
Than 50% of Advertis- 
ing Is Wasted 


New York, Nov. 


6.—Expressing 


the belief that at least half of last 
year’s 


total advertising expendi- 
ture by industry 
of $1,660,000,000 
was “unproduc- 
tive,” William H. 
Howard, execu- 
tive vice - presi- 
dent, R. H. Macy 
& Co., tonight 
directed atten- 
tion to the urgent 
need for cutting 
down promo- 
tional “waste” as 
a practical means 
combatting 
anti - advertising 


department store executive reported 
self-analysis by Macy’s had 
once revealed that the productivity 
of its advertising dollars was only 
42.5 per cent and, he added, “it is 
probably safe to assume that what- 
ever our percentage of error may 
be, it is at least that much in other 
fields of advertising.” 

As a_ yardstick for measuring 
productivity, he said, Macy’s de- 
cided to regard an ad as successful 
“when its cost to plus-over-normal 
cent or less; that 
(Continued on Page 29) 
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Records to Get. 
Strong Holiday 
Promotion Push 


| companies, 


| 
| 
| 
| 


Urge Greater 


MAKES DEBUT 

(Picture on Page 31) 

New York, Nov. 

of records as Christmas gifts will! 
reach a new high in December as 
RCA Mfg. Company and Columbia 
Recording Corporation launch the} 
most comprehensive holiday cam- 
paigns in the history of the two 


5.—Promotion | 


drive, already | 
will go into full swing | 
with copy in nine | e? 
Supplementing the 
publication advertising, RCA this 
week introduced a Victor Dance 
Caravan which will tour cities of 
the Middle West until Christmas. | 


The 
under way, 
next month 
magazines. 


RCA-Victor 


Kraft Cheese Co., 


Chicago, is introduc- 


With equipment taken over from| ing this new product, Quick Serve Cocoa 
the ill-fated Monty Prosser Dance! Mix, with 1,000-line and half-page color 
'Caravan in Madison Square Gar-| copy in The American Weekly, The 
den, RCA will rent the largest | Saturday Evening Post, This Week and 
|auditorium in each city on the| “Omens magazines. The product '. 
schedule and invite inhabitants to being sold in one-ounce bags end helf- 


pound, pound and two and one-half 


pound tins. 
sey and Shep Fields for admission 


prices ranging from 66 to 99 cents. 
s s * 
Furnishings, Hit 


Displays festooning the auditorium 
walls will urge the dancers to buy 
Victor records. 

Current newspaper advertising of 


, , 2a | 
the Victor record catalog in 66 b fF 
_markets will continue through Dec. y mergency, 


In an address before the | 
| Association of Advertising Men, the 


1.38 Copy offers one record free to 


. 
‘those who purchase one. On the h | 
magazine schedule are _ Better § OW ngenul 
Homes & Gardens, Esquire, Exten- 
sion, Good Housekeeping, Ladies’ BY FRANK HICKS 


Home Journal, Life, Look, The New 


Yorker and Time. Lord & Thomas | Chicago, Nov. 6.—Business_ re- 
is the Victor agency. | sourcefulness in surmounting con- 
|ditions as they arise is being 


$200,000 for Columbia 


A budget of more than $200,000 
has been set up for Columbia’s| 
Christmas drive, to be launched} 
Dec. 1 with four-color, full-page | 
insertions in Life and Newsweek. 
Featuring a_ portrait of Norma 


displayed in furnishings and allied 
fields this fall, the 
markets revealed 
Meanwhile 
again 
cent, 


mid-season 
here this week. 
furniture prices have 
advanced from 5 to 10 per 
boosting them per 


some 25 
cent above a 


. . year ago, 
Shearer, copy will appear the fol- amsiene ; ” thi reefuls 
; , owhere is s resourcefulness | 
lowing week in The New Yorker fA . tent 
. io erica CSS ore f 
and Time. An endorsement from neg g nag inceunpamete ee ahde-ae 


Gertrude Lawrence, 
graph will be 
will be 


whose 
used as 
played up in 


photo- | thé an in the space occupied by John 
illustration,| T- Leadstone, space once glittering| 
full-color with aluminum and other ware. 


spreads which will follow initial | There is no aluminum available 
insertions in the four magazines. | mow but travelers, shunted from| 
Cooperative newspaper advertis-| Europe by war's exigencies, have | 
ing, direct mail and point-of-sale | learned to enjoy the picturesque | 
material will supplement the maga-|®nd useful products of Mexican 
zine promotion. Benton & Bowles | Craftsmanship and those products, 
directs the account. (Continued on Page 28) 


Last Minute News Flashes 


IBI to Act on ASCAP Contracts Nov. 18 

Chicago, Nov. 7.—Independent 
independent network affiliate radio stations, will effect a permanent or- 
ganization at the Drake Hotel here Nov. 18 and act on revised ASCAP 
contracts. IBI committees will meet with representatives of transcription 
companies, ASCAP and BMI here Nov. 17 
C. Pulliam, president, WIRE, Indianapolis, 


Broadcasters, Inc., an organization of 


to reach agreements. Eugene 
is temporary chairman of IBI. 


Household Finance Launching Institutional Drive 
Chicago, Nov. 7.—Management of family income will be the theme 
of a three-month institutional drive which Household Finance Corpora- 
tion will launch this month in Christian Monitor and Collier’s, 
Life and The Saturday Evening Post, using three insertions in each mag- 
azine, all half-page, black and white. Coupon copy will publicize the 
company’s consumer educational material. BBDO, Chicago, is the agency. 


“Life” Shifts Advertising Personnel 

New York, Nov. 7.—Three shifts in advertising personnel, effective 
Dec. 15, were announced today by Life. Thomas F. Ward, manager of 
the New York office, goes to the newly-created position of assistant ad- 


Science 


vertising manager under James A. Linen; Alfred M. Kreutz, manager of 
the Chicago office, becomes New York manager, and John F. Morrissy, 


in the New York office, becomes Chicago manager. 


Postpone Date of FCC Radio Rules 

New York, Nov. 7.—Postponement of the effective date of the FCC net- 
work rules until Dec. 15 was agreed upon in federal court today when 
on NBC and CBS requests for a temporary injunction. 


arguments 


arose 


| play 


|} nouncement on 


| tracts, 


| other 


Control of 


Grocery Co-op Ad Funds 


Trend Away from Pre- 
mium Deals Empha- 
sized at AGMA Meet 


New York, Nov. 6.—More rigid 
control over funds appropriated by 
national advertisers for cooperative 
space in local media was urged here 
this week at the 33rd annual con- 
vention of the Associated Grocery 
Manufacturers of America. Discus- 
sion of the problem highlighted a 
closed merchandising session that 
also covered premium trends, dis- 
materials, loss-leader selling 
and the attitude of dealers toward 
national brands. 

Analysis of cooperative advertis- 
ing practices was made against a 
background of the Department of 
Justice’s current investigation of the 
operating policies of leading food 
chains. Participants in the AGMA 
discussion emphasized a recent pro- 
the inquiry by 
Holmes Baldridge, chief of the Anti- 
Trust Division’s trial section, who 
said: 

“A charge currently being in- 
vestigated is that chains force dis- 
criminatory discounts through ad- 
vertising contracts with food prod- 
ucts manufacturers on nationally 
advertised brands. Under such con- 
it is alleged that the chains 
get allowances for advertising such 


brands when, as a matter of fact, 
they are mentioned only inci- 
dentally in ads devoted to the 


chain’s own private brands.” 
Premiums Losing Favor 


The trend toward elimination of 
over-the-counter deals and curtail- 
ment of premium offers generally, 
reported in ADVERTISING AGE last 
week, was underlined at the AGMA 
meeting. Indications were that a 
rapidly-growing list of grocery ad- 
vertisers will drop deals after the 
first of the year. Also in the in- 
terests of conservation, the view 
was expressed that manufacturers 
will probably find it desirable to 
reduce the quantity and size of their 
point-of-purchase display units. 

Improved competitive conditions, 
with loss-leader selling declining 
and dealer respect for nationally 
advertised brands increasing, were 
trends reported at the mer- 
chandising Better oppor- 
tunity for profits was cited as the 
chief reason for this condition. 

National defense and planning in 
the post-emergency era were the 
dominant themes of the general 
AGMA sessions. A. C. Nielsen, mar- 
ket research specialist, paid tribute 
to food advertisers for their “ex- 
tremely productive educational 
campaign” on the selection of foods 
for vitamin content. As evidence 


session. 


, of the success of this appeal, he 
cited a recent survey which dis- 
closed that housewives were able 
to rate eight out of a list of ten 
foods correctly according to vita- 
min content. 
Price Confusion C'ted 

Mr. Nielsen compared this with 

an existing confusion on the part 


of housewives regarding food prices 
The average believed that food 
prices had risen 22 per cent, more 
than twice the actual figure re- 
ported by the Bureau of Labor 
Statistics. 

Retail food store 
will be the largest 
W. Dipman, editor 
Grocer, told the convention. He 
estimated this year’s volume at 
$12,.750,000,000, an increase of $1,- 


sales for 1941 
in history, Carl 
of Progressive 
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2 ADVERTISING AGE 


November 10, 194) 


tising, but that he supposed every- 
| body would agree that some adver- 
tising is “hokum” and some not, 
some wasteful and some not, and 


400,000,000 over 1940 and $250,000,- » Ld 
000 greater than the previous wi. Editorial Cracks 
time high in 1929. The 1941} Hi B kfi 
increase, he said, will be almost | Ct im ac 1re, 
some co é ; Jn- 
s py good and some bad. Un 
Arnold Declares truthful advertising is a problem 


evenly divided between independ- 
ents and chains. 

Washington, D. C., Nov. 5.—As-| for the Federal Trade Commission, 

sistant Attorney General Thurman| )okum” and bad copy for adver- 

Arnold said today that he gets 15 tisers themselves, and wasteful ad- 
letters asking him to “stop hokum | vertising leads to bankruptcy. 

George A. Renard, executive sec-| in advertising” to every one pro- 

retary, National Association of Pur-| testing the* activities of his anti- 


chasing Agents, has been appointed | trust divisi ; ct adver- in 
me * es ns a oe -— of attacking advertising. He stressed 


Renard Heads OPM’s 
Publishing Branch 


| month before a New York advertis- 
| ing group, disclaiming any intention 


to serve as acting chief of the|tising He spoke before 

printing and _ publishing branch, Washington Advertising Club that the whole purpose of anti-trust 

civilian supply division, Office of | e enforcement is to encourage com- 
| 


The Justice Department official 


Mr. Renard replaces Norbert A. made this point in striking back at 
McKenna, who has been handling | attacks against him charging him 
printing and publishing along with | With taking pot-shots at advertising. 
the pulp and paper branch. | He referred once again to editorials | ‘he nanan Getler” te oben onll 


| in Collier’s as typical of the charges 2 segs Sx 
CALIFORNIA | made against him, and questioned | the cost a oT ov 
| the intelligence of editors who print | unit is so sma Bh SS hoy 
than compensated by mass 
has over 40% 
“large” chicken farms 


Production Management. | petition, which means advertising. 
| In referring to the tobacco case just 
ended, he said he had “no objec- 


tion” to tobacco advertising and 


such editorials. | more 


init Citing the 15-to-1 ratio of his ad- production economies made possible 
: | 


Co-op Campaign — 
for Utilities to 


Break Next Month 


He reiterated remarks made last | 


Initial Copy Will 
Appear in Weekly 
Magazines 


New York, Nov. 6.—Prominent 
public utility companies which have 
been considering a_ national, 
operative advertising campaign have 
approved initial plans, with first 
copy set to break in weekly maga- 
zines early in December, it was 
learned here today. Reference was 
made to the campaign, which is be- 
ing handled by N. W. Ayer & Son, 


Co- | 


‘CONTINUES CAMPAIGN 


#1 Hitler's Own Words: 


Adolf Hitler 
g Hallowed Be Thy Name.” 


Ss 

pe A 
| B 
ic. SE 


Third of a series of full-page ads spon. 
sored by local chapters of Fight for 
Freedom, Inc., appeared last week in 70 
daily and weekly newspapers throughout 
the country. Green-Brodie is the agency 


| in charge. 


| Ayer & Son in charge of the New 
| York office, is directing the account, 
| In discussing the industry’s pub- 


‘lie relations program today, utility 


| men expressed satisfaction over the 
rebuff given to municipal ownership 
yesterday by voters in San Fran- 
cisco. A proposal to acquire a 
municipal power plant in that city 
was rejected by a ratio of 1.7 to 1, 
marking the citizens’ eighth nega- 
| tive vote in 14 years. The decision 
on this issue was awaited with 
eagerness by the entire utility in- 
dustry, and the vote was regarded 
as a defeat for Secretary of the In- 
terior Ickes who had put the full 
weight of his department behind the 
proposal. 


Hercules Offers Prize 
Hercules Powder Company, Wil- 
mington, Del., has offered an an- 
nual award of a gold medal and 
$1,000 to the individual rendering 
the most distinguished service in 
the field of plastics. The award is 
|named the John Wesley Hyatt 


| Company, Spokane, Wash. Edward | Award, in honor of the discoverer 


| 


One inquiry could not be traced. Five were from companies that do 


FACTURERS SALERS 


THIRTY EXECUTIVES REPLIED TO 
FIRE EXTINGUISHER advertisement 


Wh 

ALTER KIDDE & CO., New York, manufacturers 
ot Lux fire extinguishing apparatus, ran a two-column advertisement in 
the March 1941 Dun’s Review. Within 60 days, 30 replies were received. 


the type and size of concerns, and the 


Repuirts BY Type AND Size oF CONCERNS 


RATED OVER $20,000 T@ UNDER $20,004 
$i $125,000 NOT RATED 
8 4 I 13 
4 3 4 7 
2 2 
I 3 4 
13 7 10 0 


/ 


Repuies By Tittes anp Type or Concerns 


WHOLE FINANCIAL (BANKING, 
INSURANCE, I ) OTHERS 

I 

? 5 

I , 

I I 

4 , 

2 - 

I I I 4 
5 3 
II 2 4 


not 
Ten were from subse ing 
Fifteen were trom 
Twenty states a" 


represented in the replies. (Figures made available through the courte: 


Gischel, advertising manager, Walter Kidde & 


Co., and Cu 


This experience provides additional evidence that presidents and cic! 


ts, 


Send for breakdown of other res 
Dun’s Revie’: 


a. | an Gane eee | vertising mail, he said the effect of | rough heavy promotion. in ADVERTISING AGE, Sept. 1. 
& & y “ | these attacks is the reverse of what | nit a Although originally the project 
os | (U. S. Census 1940) | the editors expect. He mentioned | Gets Priorities Post seemed headed for radio, with a 
= 2 PACIFIC RURAL PREss | farmers and members of coopera~| Kenneth E. Shepard, Chicago} time and program option taken for 
2% reaches over 90% of California’s | tives as being among the corre-| advertising executive who has op- this purpose by Aver. indications 
+ » commercial poultrymen, and most | — dents wh Il him: “You’ | erated his own agency for the purp' se y yer, in ica ions 
5 = smaller ones as well. | Spondents wno te im. ou re ont : el aa are that radio does not figure in the 
“ali ia’ > ” i ver. | past 20 years, has joined the U. S. : 
Se Caersicte Aton ont tones doing enough. He advised adver | Department of Agriculture as proj- plan at the present time. In addi- 
© Z| play, Classified and Feed lineage. tisers to cease aiming their guns at) oot priorities supervisor for the | tion to the magazine schedule, it is 
S & | It runs twice as much ae the anti-trust division and to clean | Opice of Agricultural Defense Rela- | understood that participating com- 
=a eget ro ee age rng their houses of misrepresentation. | tions. He has been a merchandise | panies will support the campaign 
: - . s. ‘ 
=: cos ene comeniouie, Gna 0 _ Mr. Arnold added that he has no| consultant for the Office of Produc- | locally in newspapers. 
& S | Pacific Rural Press. jurisdiction over “hokum” in adver- | tion Management. Major copy themes to be stressed 
are the utility industry’s contribu- 
tions to defense, and the conveni- 
| || ences and comforts made possible 
\1| by modern electric power. Commit- 
|| ments sufficient to insure financial 
| backing for the program have been 
lined up and the creation of a for- 
| mal industry committee as well as 
| a schedule of contributions will be 
| discussed at a meeting to be held 
here Nov. 17. 
| | $500,000 to Be Spent 
| When the subject was first 
| broached to utility executives sev- 
| eral months ago an appropriation in 
| the neighborhood of $500,000 was 
mentioned. Heading the temporary 
|'group that has been pushing the 
||| project is Kinsey Robinson, presi- 
|dent, Washington Water Power 
| R. Dunning, vice-president of N. W.! of celluloid. 
Investigation and analysis reveal that 
titles of officers replying, were as follows: 
Black area is the Troy 
—— ——__— third of America’s 27th 
market. 
|| Manutacturers 
| Wholesalers 
|| Financial (banking, 
| insurance, etc.) 
eam 
Get a fresh slant Only through The Record en 
. ' . 6 . 
on America's 27th Newspapers can you reach this Totals 
market — the Troy-Albany-Sche- important segment. In addition, 
nectady metropolitan district Troy's sole dailies provide the — 
. . Chairmen of the Board I 
(U. S. Census Bureau delineation.) second largest newspaper audi- Presidents, 3 
—_ / : : ; : ee wners, Partners I 
Note Troy's importance in this ence in this metropolitan district, Vice-Presidents 
; Treasurers 
$199,031,000 sales field. reaching 25%, of all homes, and |}|, Secretaries :; 
} ‘nal } f ly 12 General Managers I 
aft a singie rate oT on c per -~urchasing Age 2 
More than 140,000 persons, a ) 9 Y P — — 
. . . . ine, | . 
third* of this metropolitan dis- — 
' | h | Totals 13 
trict's consumers, live in the | 
' x y Pl ‘ 
; THE TROY RECORD . 
A. B. C.-defined Troy City and , appear on Dun’s Review subscription lists. : 
: , THE TIMES RECORD | companies but were not signed by the listed officers. 
Retail Trade zones, which have a companies and officers as they appear on our stencils. 
The Record Newspapers 
total population of 201,613. J. A. Viger, Advertising Manager Sex Be 
7 : Stevens, advertising agent, T. ]. Maloney, Inc.) 
*324 to be precise. 
executives do respond to advertising. 
and: “Industrial Markets and Executive Buying Influence.” 
. 290 Broadway, New York, N. Y. 
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TRAILER qi 
LICENSE © 


If you want to keep up with America 
these days, just follow the Smiths’ house 
(above). 


There’s a house you can’t pin down with 
a Sales Manager’s thumb tack. It goes 
wherever good business goes. 


And today that’s toward the Big City. 
In fact, so many trailers are heading that 
way that the government’s constructing 
over 50 ‘“‘parks’’ to hold them. 


The reason is simple. 


The Big City has always done the lion’s 
share of America’s business. It’s equip- 
ped to do that. And so naturally, it’s 
attracting the bulk of today’s Defense 
billions. 


Payrolls are up 65% in Indianapolis. Re- 
tail sales have broken all records in Dallas. 


Apparel sales are up 52% in Portland 
(Ore.). Everywhere from trailer to man- 
sion, the big cities are feeling this Defense 
activity. 


This situation poses 2 important jobs for 
the magazine advertiser: First, to hit 
hardest in the big Defense centers. Sec- 
ond, to cover all income groups there, 
‘from trailer to mansion.”’ 


Because it’s America’s ‘big city maga- 
zine,’’ circulating through 23 leading 
metropolitan newspapers, THIS WEEK 
Magazine is in a unique position to do 
these jobs. 


It concentrates over 5,800,000 copies in 
the Key Markets that have almost 73 of 
all Defense orders. And it rings as many 
doorbells, in all big-city neighborhoods, 


as the next 4 weeklies, or the top 4 


women’s magazines, combined 


HAVE YOU SEEN OUR 
“A2 MODEL’? 


New in size: standard weekly magazine 
page size. New in format: a complete 
feature on each page or spread. No more 
“‘back of the book.’’ 


EASIER TO HOLD, EASIER TO 
READ, EASIER TO BUY FROM 


Let us send you a ‘Preview Copy” of the 
1942 THis Week Magazine. 


THIS WEEK 


SELLS THE KEY MARKETS 


we 
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ADVERTISING AGE 


November 10, 194; 


Casey, Schaub to Edit 


“Inquirer” Column 


The Philadelphia Sunday In- 
quirer’s advertising column, for- 
merly edited by David Lukens, will 
be edited by Harry A. Casey, pro- 
motion manager,  ar.d Charles 
Schaub, effective Nov. 16. 


Strike Hits “Chester Times” 
Temporary discontinuance of 
publication of the Times, Chester, 
Pa., was announced Novy. 5 due to 
a strike of the Chester unit of the 
American Newspaper Guild. 


WIBC Appoints Raymer 
Station WIBC, Indianapolis, has 

appointed Paul H. Raymer Com- 

pany as national representative. 


if Your Food 
Products Contain 


VITAMINS 


You'll be glad to know that 
Buffalo people are following 
with great interest the time- 
ly new feature. 


“All Our on Vitamins” 


By Forrest Williams 
appearing exclusively in The 
Buffalo 


Courier-Express 
Investigate this pre - condi- 
tioned ‘‘vitamin conscious’ 
market today! 
Write for sample copies of 
these educational articles. 


J. W. Young Returns 
to Active Post 
with J. W. Thompson 


New York, Nov. 6.—The return 
of James W. Young to active par- 


ticipation in the affairs of the J. 
Walter Thompson Company, with 
which he has been closely asso- 
ciated for about 
30 years, marks 
the end of a 


twelve - year re- 
tirement period 
during which the 


agency executive 
carried out his 
desire to. give 


more of his time 
to public service 


and the enjoy- 
ment of his 10,- 
000 -acre ranch 


in New Mexico. 
The announce- 
ment issued by Stanley’ Resor, 
president of the company, indicated 
that Mr. Young would be senior 
consultant in the 
His new duties were assumed Nov. 
1. The fact that he is not resuming 


James W. Young 


New York office. | 


his former title of vice-president | 
indicates that he expects to con-| 
tinue many of the activities in 
which he has been engaged in the} 
past few years, and will continue 
to spend a number of months each 
year on his ranch. 

Jim Young, like many other busy 
advertising men, wanted to release 
himself from business routine and 
do a lot of things he had always 
planned to do when he had the| 
time. But though he has been out | 
of advertising for the past twelve| 
years, in one sense, he has still | 
remained an important factor in it. 

Builds Mail-Order Business 


For one thing, he has built a! 
substantial business under the name 
of Webb Young, Trader, a mail- 
order advertising enterprise which 
sells hand-woven neckties made by 
native Indians in New Mexico. 
Webb Young is his son. Besides 
rolling up a volume reported to be 
about $100,000 a year, Mr. Young 
made this business a valuable labo- 
ratory for copy research, and has 
developed many important facts 
about reader response, relative effi- | 


ciency of large and small space, 
seasonal variations, headline ap- 
peals, etc. This business, inci-| 


dentally, has expanded to a point 
which is requiring the erection of 
a new plant. 


- PITTSBURGH 


a unique MORNING NEWSPAPER market 
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“Exception 
San Francisco, 
because of 


Oakland 


*NO OTHER MAJOR MARKET 
HAS SO GREAT A RATIO OF 


FOOD SALES 


in its RETAIL TRADING ZONE 


Unlike other metropolitan markets, Pittsburgh's Retail Trading Zone is equally 
important with the City when it comes to selling merchandise of all kinds. Note 
the comparisons on Food Volume with the similar sized cities below. Then just 
remember this: the Post-Gazette has by far the largest circulation of any Pitts- 
burgh Daily Newspaper in the Retail Trading Zone! 


FOOD SALES 


PITTSBURGH 


6 Entire Counties 


CLEVELAND 


7 Entire Counties 


6 Entire Counties Excluding Canada 


ST. LOUIS 


8 Entire Counties 


Retail Trading Zone 


A.B.C. City Zone 


53°/o 


65°/. 


75°/. 


80°/. 


The Post-Gazette is FIRST in Pittsburgh in Total Daily Circulation 
—FIRST in Retail Trading Zone Circulation 
—and SECOND in City Circulation 


Piltsburgh Post-Gazette 


REPRESENTED MATIONALLY BY PAUL BLOCK AND ASSOCIATES 


OWE OF AMERICA'S GREAT MARKETS 


ONE OF AMERICA'S GREAT NEWSPAPERS! 


His ranch is also an important 
commercial producer of apples, and 
will market about 10,000 boxes a 
year beginning with the next sea- 
son. In planning the _ production 
and distribution of his apple crop, 
Mr. Young has made an intensive 
study of the produce industry, 
including not only the correct 
methods of handling and packaging 
fruits and vegetables, but also the 
markets available for various crops. 


Studied Agency Compensation 


Shortly after leaving the agency 
field, Mr. Young was commissioned 
to make an exhaustive study of the 
agency commission system by a 
committee representing advertisers, 
agencies, and media, following a 
campaign by the ANA for a change 
in the method of agency compensa- 
tion. His report is still regarded as 
the most authoritative analysis of 


the problem ever made, as well as a | 


complete historical review of the 
development of the agency and its 
contribution to national advertising. 

He has been active 
holding the professorship of busi- 
ness history at the University of 
Chicago, where another’ former 
agency executive, William B. Ben- 
ton, one of the founders of Benton 


& Bowles, is vice-president. While | by a payment of one-third of o 


at the university he developed 


material for the book, “A Tech-| Counsel 
| nique for Producing Ideas,” which 
was published in 1940 by Advertis- | 


ing Publications, Inc., and has won 
wide acclaim from advertising and 
sales executives. 

For two years he was head of the 
Bureau .of Foreign and Domestic 
Commerce in Washington, starting 
a program of reorganization which 
is now almost completed. In char- 
acteristic fashion he endeavored to 
eliminate overlapping and duplica- 
tion of services, and to set up the 
service of the Bureau to business 
in a way which would increase its 
value without adding to the cost. 


Interested in Publishing 


Mr. Young has also been keenly 
interested in publishing techniques, 
and is now one of the owners of 
Sunset Magazine. He _ suggested 
many of the successful changes 
which have been made in its design 
and format. 

His work for the Thompson com- 
pany, of which he is an important 
stockholder, is expected to be ex- 
tremely valuable to its clients. 
Because of his long experience and 
broad contacts, he is regarded not 
only as an expert on copy, but on 
all phases of marketing. His return 
to active work for the agency will 
undoubtedly strengthen its service 
in many important directions. 

Starting in the Cincinnati office 
of the agency, Mr. Young was suc- 
cessively manager of that office, 
vice-president in charge of produc- 
tion in New York, a vice-president 
in charge of Western offices, in 
Chicago, and vice-president’ in 
charge of foreign offices. 
formal retirement in 1929 he 
made periodical trips for the com- 
pany to Europe, Australia and other 
countries where there are Thomp- 
son offices. 


Color Ads for M-G-M 

Metro - Goldwyn - Mayer, New 
York, has scheduled an extensive 
newspaper and magazine drive for 
“The Chocolate Soldier,’ its new 
musical film. Color pages will be 


used in Cosmopolitan, Good House- | 


keeping, Ladies’ Home _ Journal, 
Life, Look, McCall's, Redbook and 


Woman's Home Companion, as well | 


as various fan magazines. News- 
papers in key cities will tie in with 
local showing dates. Donahue & 
Coe, New York, is the agency. 


Joins Lynn Baker 

John E. Roberson has _ joined 
Lynn Baker Company, New York, 
account executive. He was for- 


as 


merly an account executive with 
Monroe F. Dreher and Federal Ad- 
vertising Agency, New York. 
Page Rate to $1,230 

Scholastic, New York, will ad- 
vance its page rate from $1,145 to 
$1,230 with its Jan. 5, 1942, issue 
The $1,380 quoted in ADVERTISING 
AcE, Nov. 3, is the new fourth 
cover rate. 


in teaching, | 


Since his | 
has | 


Opposition to 
N. Y. Dress Drive 
Pops Up Again 


New York, Nov. 5.—Sentimen: 
against the New York Dress Ins:j- 
tute’s $1,000,000 promotional pro- 
gram was expressed at a meet 
of the Popular Priced Dress Ma 
facturers Group this week whe) 4 
committee was appointed to study 
the matter and report back to ‘hy, 
membership. 

Originally called to act on apn 
amendment to the labor contrac: to 
pay the expenses of the industry's 
impartial chairman from the 0- 
motional fund, the meeting ma 
the first airing of grievances by 
of the five associations signatory to 
the agreement. No action 
taken on the amendment, since thy 
75 members present feared 
approval would constitute re-r 
cation of the original contract, 
the matter was also referred to the 
committee. 

Warning that the agreement igs 
now “the law of the industry,” 
Louis Rubin, executive director, 
advised the group against officia| 
|action on the program, maintaine 


ne 
per cent of manufacturers’ sales 
for the group also ex- 

| pressed the opinion that the collec- 


tive agreements could not be upset 


in court. Injunction proceedings 
have been threatened by the Dress 
Manufacturers Forum, a_ group 
composed of members of the vari- 
ous associations who are opposed 
to the program (ADVERTISING AGE, 
Nov. 3). 
Celebrates Navy Day 
with Special Issue 
Ledger-Dispatch, Norfolk, Va. 
published a special 44-page issue 


Oct. 25 in commemoration of Navy 
Day. 

The entire second section of 
| pages was given over to pictures 
‘and stories concerning Navy per- 
sonnel, training and equipment, and 


99 


|traced the Navy’s growth in pic- 
tures since its founding 166 years 
ago. 


Actus Products Corporation, Mt 
Vernon, N. Y., aviation and marine 
parts, has appointed Kotula Adver- 
tising, New York, as agency. 


een | 
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Just released! Report No. 9, LIFE’s 


Continuing Study of Magazine Audiences 


LATEST TOTAL AUDIENCE FINDINGS: 


Circulation Audience 
Magazines (A.B.C.—6 months (CSMA Report #5, 
: ending June 30, 1941) Oct. 1941) 


1 COLLIER’S 2,909,062 . . . 13,300,000 


= = 8 &@ = 
: LIBERTY »s = 8 8 8 8 2,302,094 = = 10,450,000 
= = =» © @ 8 8 8 ) 4 = = & ) } 
od 
= = ] ) = = & ¥ ) 
% 
IS report contains new information tween readership and occupations. 
about the audiences of America’s four If you have not yet received a copy 
Ni; largest weekly magazines, information of Report No. 5, write or phone LIFE 
not available in earlier reports of the = and a copy will be reserved for you. 
binds Continuing Study. ‘ ° ° 


For example: the correlation be- Time & Life Building, Rockefeller 


aa tween readership and education, be- Plaza, New York; ClIrcle 5-4400. AMERICAS 
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‘Lhe Wind of the \World 


broader taxes . 


The wind 1s afoot; 
the air is on the move. 


The leaves take flight. 


Watch them go: the pie-charts of yesteryear, the easy cer- 
tainties, the exactitudes by which we used to measure 
markets with a slide-rule and evaluate people to three 
decimal places. 


You cannot use those any more. 


Kor the decimal points are blowing out the window on the 
rising wind of the greatest economic adjustment ever 
known. 


This minute, as you sit planning for 1942, that wind flutters 
your paper with urgency ... bigger demand. . . higher 
wages... broader employment... new levels of income... 


But remember: in a big blow, the wind picks up many things. 
By next year it will carry not only increased activity but 


.. higher taxes ... scarcities .. . stiffer 
prices... cautions... adjustments... 


In 1942, when the plans you make now-will be your estab- 
lished program, there will be 130,000,000 personal prob- 
lems in this country—problems in adjustment. 


And, as always, those personal problems will become fam- 
ily adjustments, 


That means woman will take over. It has always been 
so. Every time a family or a colony of families—or a nation 
of them—has to undergo domestic economic readjustment, 
it is she who manages the change-over. Inevitably she will 
work out the entire realignment of the American consumer 


Market. 


And her new ways of meeting changed conditions in Amer- 
ica will take the positive form of selective spending—eco- 
nomic spending. 


She will economize, of course. But the whole history of 
American industry shows that she economizes by duying, 
not by refraining from purchases. 


Beal alt 20 Middle este on con raison ta 


November 10, 194} 


Sige Be an her fin J. Se ‘ 6 aw a ; \ a 
i Se" 4 Ee ae , . . “oe ¢ 7! a * x ae rane as “ee, ats ws Pe {ey + -s : a A: ; Piel aie : nieeae 
. "FS ie a ee) i oe ave J a fo eee : se a 7 Sats he 
) ’ : , 3K, 
+ > 
= . 
$22 Re ge ee 55 Mage eo) i ge a b He , ” ae r ae Jeane iz z Y, i nf Bey: Sf . Dae! hy ey? - “ Y ae ae ? a4 2 - ; ae pat : i oT es a - ” a . s Q =~ 
, : ; EEE TE te” ee OY pene ee PE. ale, * x le. , eres : : 
a es NS SEE ee , 
te y es “Poa - * Bs [A 4 
» oh es ee ae $% =: ;. : : 
; 7, 0 ae Behe ena ed: gy to" wi ‘a J a 
4 pale Mien ig spk” oy Ss ili 4 &: ’ at, — vores * . oe Hae? a % é x : a 
ea ae ; ES ee as 4 . “ Te om a 
dip 0% eo A page ike Snes : iy ? ‘ a 
ees: f a hig ae fa peg en ee age ae el : 
ple: P e Bei 6 Be 5 em 9 Wis st Se IPs ng apg A Bal 6 pe, em # ae | 
Seay Pipes : ie . apy yy ee : pam 4 
2 * nei ; vi ha siete if ix” oh me 
si Sy ATS r yy Ht > 1 4 bd é ig OE Fe ie aaa ‘ae 
ag 3 eu Vebe . ‘asl ce BA ee —— ; ae ee ee Sires : ‘ dep eng met emg 
oh 2 TEE, z a 1 a ae Reise: 9 ge, Ma US. pel tae ee se ae wees '4 eee, ed Ta ‘ 
# “a oe ed Ra ge a ar ee en i RN ie a aay 
a ae & eee = rage gated si a ie a at le 
' i>: = ——- i ie he Man ie gt is e 
oP. a - : , ‘ SiR ee A a poo # . a $ at ¥ ox 
a a : 7 ex Ee ¥ is ' ee ee ee ki : 2 
‘ oy 5 pe ‘ pp Pm os 64 * \ tid 9 ll eae 
7 P ‘ i, ¢ P. 4 LOS: ed ie ie 
se he ph, ? ogee ; ae ; 
A. x “5 ; 
‘ - z | ~ “tah 
ste a " ra iM \ fe - 
a : J mt ' , iti : ~_ : 
lil 3 7 és . ina . Gai 
4 # y : Lm or Se H 
chet . 3 7 i: : et ex: % all i se “eee 4 ceougll ey eee : on 
al ‘ y ed ; 2 ie “a aa eo a ee a 
: w, ot We ee - Ps 2 ee a ee Si. es - | aS ie eS Le are TT ee 
; P sx nme Ag a e a yo ene aed Pe "ee a a een ug ; ‘ idle oa . an ee es de pants Sere es cull + ae sa , . ee . 
, OS eae: bs i. a | le 33 ee “on Wa piee re cok roa a 
te ee x ~ Pye se ee r : me ‘ mm} : _ . ; Rs hee a pie 2 es . “ : i sf gece, 2 Sia ae _ ee ee ar, jp el 
: i yn: Se Fea ree a ea oe Rye. ‘i Bete + = thie a ee ee = . eee ‘ , ad _ = s apole aia se te ay ee Finca: a 
acs Warne te one gt Be oe ot 7g ree ee a ‘ ae inet. ‘ en ae ee eo eee ie “ pores i ae ~— wee Na eae : et eg oie 
ees Thi ge - ee: iad + yg aieeeaicmlall pa 2 Bie SO Pe ieee i Ieee cy 28 A ee mei as RE aliens iat oe ge as, UCC 
Lee a os ae ie kw wen aren: me Se ae mF ee ye ee “aie ae toe i ik dig eae : a pee ous Bi a a a 
ae i ae aes Sts ea = a ean MI. sc « *- ne rece ees a ee ee 
Pr nt ee OE ne ia i ee ca - i aaceeep lea a ier ne a eae a FS eee ly Sal seal ae 
a z* lal ome — ‘ i ote emammmmall sa sheet: es nee i re ee ae Be Fae tere: wet g a : am OS Seka ” a eer, ee 
oe AP aes —e ——_ ee - ac ee ee Eg Be Py . sh Semaraes So Nine ae 1 x ¥ 
i : an ee ae re " 5 ata ial Se Sree ‘ Hag US arora Tone OE a 
oe gt sana eye “nao. ae he eng —_ Fan = Se alee a ae aa a ‘ oe IK: oe a 
pie ay ’ I na em aT xine oe On eS ee . vm ; sug ‘a 3 9 oo = eo te - ore OE yes eR tea 
e ; Se en Sag. on a ee i ae 
ee apes, ST oe cabaret ee i me a a ane a allel Pe —s as i oa Seg panne om ae Te soe ee eo : - . : 
“ae . te oe “ 2 TE ihe md ? ih ae i bins nig aire ce 7 ie 2, = ‘ =p wie Aad , cenit aa — a = Oe 7 7" i saat bits , > esha 
(ies ee er i) we a pee ’ be _— ‘: eee . all Sr me - . a i rs . 
ac oe : " a ae Se ge : Sa OF eH evikts 2) 5 200 i i . saa 
Foe , i 4 rm Sing cilitinte - nl alan 4 Y P 
ee Ce P< Le a; ews = i —_—_————— ee ma } eaeeCenT:< srwanmiactd ' , x 
ied gis « "7 LO OT em od lestiisaeaaite ate ee : _o eae - ee ELEC A + Na ~ epee eee a by 
ere :, #. gh Pte we 8 = * 
ae 
moe 
We 
a 
Tats 
‘ % ee 
bs 
i 
eee 
a ee 
tne 
iy ts " 
ce 
pee: 
‘i a 
Ta 
aS 4 3 #, z i = ~ hak > ¥ ' “= y ae | 
2 non a Te" * - - \ —a > o Ss we is . 
5 AT RR a de ote Sey, ; s . r a ee } : i 
con O "ae z= 
=| DO YOU SERVE “DEFICIENCY MEALS”? osks & ¥ McCollum, mo ko = ene } We hy ee 
: +8 a2 aN NG 
| * ae 
>| yoo at , ] . — 
af ih Sg ™" 
i= wrey _— RK, > , ' - ‘ 
ra - me come me — f nen gaunt nS PR or | = Me ‘ . 
ms | = ook nha” pa ; ae ae — “= 4 
= if be g eS Ge 
° a , = | 
4/ _ 
~ 4 
f Ui YY, / Ye Bank ot 72 taf, 
MTG We ro. “2 PAYS iyo 7 OMedat 
= > a. yu ’ “ee « $ Way 
‘ ~ "7 ~%& o* . u .*¥ sTERS ay j - L4z Mie, 
- . e rf a prs > . TRIC ROA ” = ots 
y > a . > “<a Eee i =) Ms, 
2 . a t * i : : / ‘ 
IT HAS ay “1 - i - BY > ao- . i san, opt 
. 1 ROOM FOR «iy aid Sd cee ll roa ZA 5 
4 4 4 
A 4 Bu h 
Pa 
 f 
t/a 2 * og e tom ip PE SE =e x. : ; ’ ; - : ‘uae ae A fi ng i art 
: ia = ‘ gor’ oe baat ae” Bue ” “tom ” Se ‘ i ie ~ we aye ae. ele rik % pe aed pene . Ct Nate ph ae SS f. ta are 
, és oe + wie a a TS ee, ‘ 7 gg Be ie " ir tae ee cael es Se eS ie tag Boe PEE ia roe! aa te Wau eur: ae 3 Pes ‘ey ~ See ee 
ie ee ae bag or ts Sa hs 3 ie?” i em Fi ies s he eters ee AS Sl Se Me ee iS tof -s pots ere oe ats ae , y 4 pe 
hey Aa oe - ¥ tees me Ah Seg 0 hes “ > 3 5 ‘ Bee eS 7 ing Ne ee ee ee ae ee Te Pie ay 4 fi <3 ie Poca ©" 
he ei a iii ws TR AS ee aes oR oe Te OE a: MEISE yea ite Bae pe wee ee ae ye ig Andina 
Le < ap GO: a, x as : a oe ‘ k gr ok Pasty i ener hee. = meg ee ae ae aid ae 


November 10, 1941 


ADVERTISING AGE 


fe gee FS Bae Pee a ge yk 
ae, OME. i, © < a re tig a om Re bad ¥ 
x tos 


Ss at re 


ow 


. page ri iS eerie: as Penw ~~ 


* % 
oe 


.. AND WOMAN 


FROM PUBLISHERS’ STATEMENTS 


AVERAGE MONTHLY NEWSSTAND SALE 


Toral Ne t Paid 


Circulation 


Ist 6 Months Ist 6 Months 


1941 1940 Change Ist 6 Mos. 1941 
McCari’s Macazine 1,578,189 1,358,372 $219,817 = 3,287,648 
Ladies’ Home Journal 1,332,165 1,127,558 + 204,607 3,823,236 
Woman’s Home Companion . 950,408 764,511 +185,897 3,607,974 
Good Housekeeping 733,552 605,148 + 128,404 2,483,223 
Total Gain of Women’s _ 

ee SES, 2. sas0esles Sia wkdeeaeehaeaen 738,72 

Better Homes & Gardens 530,520 391,460 +139,060 2,409,410 
\merican Home 674,750 568.967 + 105,783 2.156.907 


Total Gain of Household 


Service Magazines 


Grand Total Gain of 
Women’s Service and 
House hold Service 


+ 983,568 


er 


ay e.iia 
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She buys to save for her multitude of needs. 


Look around you at the high points of the American stand- 
ard of living: telephones, refrigerators, vacuum cleaners, 
washing machines, packaged foods .. . These and a hun- 
dred others are savers not only of steps but of money— 
household money. In no other country 1n the world is there 


such a monument to woman’s intelligent economizing. 


She buys with definite dollars the means of saving endless 
pennies. 


It is important to remember that. If you have a product to 
offer to women, offer it for its importance to her as the 
purchaser for the American family—and so for America, 
the nation of families. 


And where can you most effectively make that offer? 


In the publications of her primary interest—those that deal 
directly and authoritatively with her job. 


Right now she is making a dramatic demonstration of that 
interest by her free purchases—over the counter—of Aer 
magazines. 


In the first six months of this year (the latest for which 
official figures are available) here is what woman did— 
based on the average of each issue: 


She bought at the stands, more additional copies of her 
and Household 


Service Magazxines—than all the additional copies 


mavaxines—the Women's Service 


everybody bought of all the other principal kinds 


of national magaxines put together. 
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ADVERTISING AGE 


November 10, 1941 


Gets Fertilizer Account 


fh Virginia-Carolina Chemical Cor- 
ai poration, Richmond, Va., has ap- 
pointed Albert Sidney Noble, New 
York, to direct advertising for V-C 
fertilizers. 
Martin Adds Two 
Robert E. Martin, Inc., Atlanta, 
has named Anne Berkeley art di- 


rector and added David Chewning 
to the agency’s copy department. 


GO PLACES AND DO THINGS 
528 Label Ideas for the asking 


EVER READY LABEL CORPORATI 
148 EAST 26th STREET NEW YORK, N.Y 


OBI Copy Says 


Plenty of Fuel 
for Oil Burners 


New York, Nov. 6.—With fears 
of an oil shortage alleviated, the 
emergency committee of the Oil 


Burner Institute today called atten- 
tion in newspaper copy to the plen- 
tiful supply on hand for heating 
purposes this winter. At the same 
time, the OBI reminded consumers 
that fuel should not be wasted and 
asked them to “save for defense.” 

Insertions of 1,500 lines, headed 
“Now there’s every reason to heat 
with oil this winter!” appeared in 
the Boston Post, Hartford Times, 
New York Times, Philadelphia In- 
quirer, Providence Bulletin, Rich- 
mond News Leader and Times- 
Dispatch and Washington Star. The | 
contribution of the industry to the | 
defense program, in the beneficial 
effect of oil heat on defense work- 
ers’ health and morale, will be the 
theme of a second 1,500-line inser- 
tion in the same list of newspapers | 
next week. Scientific testing and 
adjusting of burners suggested 
as a means of cutting fuel consump- 


is 


” 


“for the war 
the difference to 
defense bonds. 
Current promotion follows first | 
copy placed by the committee in} 
New York and Washington in July, 
when an oil shortage seemed immi- 
nent and the OBI 
consumer support of its conserva- 
tion program 
July 21). 
mittee has been occupied with a 
dealer program, also designed to 
save fuel oil, which included point- 
of-sale and truck display material. 
Advertising of the committee, 
composed of oil burner manufac- 
turers including members and non- 


on waste,” with 
be invested in 


tion 


members of the Oil Burner Insti- 
tute, is handled by Fuller & Smith 
& Ross. 


George Agency Moves 


Walter W. George Advertising | 
Agency, formerly located at 
Nassau street, New York, 


moved to 220 W. 42nd street. 


Y & R Adds Gillespie 


John Gillespie, formerly 
Kling Studios, Chicago, has joined 
the art department 
Rubicam, Chicago. 


appealed for Radio ‘Monopoly’ 
(ADVERTISING AGE, | 
In the interim, the com-| 


with : 
| responsibility to defend such federal 
of Young &| 


Foresee Prolonged 
Court Fight Over 


Washington, D. C., Nov. 4—Now 
that the controversial question of 
whether radio network practices 
are monopolistic has advanced be- 
yond the pale of the Federal Com- 
munications Commission and _ into 
the courts, there still is no prospect 
for speedy termination of the whole 
matter. 

The government, through the De- 
partment of Justice, may or may 
not file counter suits against the 
National Broadcasting Company 


| and Columbia Broadcasting System 
1d. | but in any event lengthy 


litigation 


has | | appears certain. The Department of 
| Justice, to which FCC turned over 
its data when the original monopoly 


has 
its 


last 
because 


May, 
it 


issued 
case 


order was 
entered the is 


agencies as FCC against court 
actions. 

It was learned today that Justice 
has not yet reached a final decision 


on its strategy. The department has 


and CBS last 
week in which to determine its 
course and file its answer. What 
decision is reached depends in part 
at least upon the path followed by 
network attorneys. 


FCC Tells Policy 


Irrespective of the outcome of 
what promises to be prolonged liti- 
gation, FCC has adopted a_ pro- 
cedural policy in carrying out the 
rules laid down in the chain broad- 
casting regulations. Hard on the 
heels of the filing of suits, FCC 
made the following announcement: 

“If a station wishes to contest the 
validity of the chain broadcasting 
regulations, or the validity of their 
application to the particular station, 
its license will be set for hearing. 
In order to insure that the station 


the suits by NBC 


may remain on the air and be in 
|no way injured by any such Com- 
| mission proceeding and appeal to 


court from a decision in such pro- 
| ceeding, the Commission will grant 
such licensee a temporary extension 
of its license, with renewals from 
time to time until there has been a 
final determination of the issues 
raised at such hearing. 

“In the event of such litigation, 
and if the validity of the application 
|}of the chain broadcasting regula- 
| tions to such licensee sustained 


. ss : 
| by the courts, the Commission will 


is 


60 days from the date of filing of | 


| nevertheless grant a regular license 


Se |to the licensee, otherwise entitled 
In the cities where Sterling Salt has Criterion | teenie aie hee eniesmeille tte 
poster coverage, the sales increase for the first — gated that issue, if the licensee 
six months in 1941 compared with the same — ‘ewer conforms to the de- 
periodin 1940 was 26% ahead of the company’s The announcement also pointed 
total I i ” out that although the provision in 
oral average sales increase. the rules which would have for- 
bidden the operation of more than 

(J. M. MATHES, Inc. —agency for Sterling Salt.) one network by a single organiza- 

tion had been indefinitely sus- 

pended, the rule that no network 


. eos ° ° ° ‘i erate ‘e thi > stati 
Today, continuous, low-cost advertising, close to the retail stores is more important thanever yp ere Tah ane sun 


TIMELINESS 


“Damn the Torpedoes; 
Full Speed Ahead!” 


Admral Farragut » famous order well types the very spirit of Amerce todoy 
To help generate thot spwit—to oid m achieving “full speed cheod” by 
weplying witol morme motor ports under dwect contract to the U S Novy 
19 @ source of pathable pride to tha orgomzonon. 


© To build to the exacting sonderds set by te Novy & to dupley the 
same competence + engnee ng ond Tomtochng <P come to Ha 
Company over o peried of many youn an enviable repvteton for fine 
+ owe 


© Today he mopr porter of aw focllities ore devoted to the couse of 
nenana) wcurty * oddihon to marme motor porm tor te Novy prome 


© Tet while concentrating on the job ot hond, we are che planning cheod 

to he doy wher the normal commercial needs of the world will egon 
Commend Ke ene fre pion. he new moduner) and equpmen ond 
Be poorer workman of es gam tomar 


for we ot Groham-Page believe unqualifiedly in o fvtwre nahon grects 
ond built to that strength ond greomen n *. 
fombar democrat, Amencan way! 


GRAHAM- PAIGE 


$505 W WARREN AVENUE 


ond stronger thon ever 


DETROIT, MICHIGAN 


A new high in timeliness in advertising 

headlines is claimed by Graham-Paige 

Motors Corp., whose full-page ad ran in 

the official Navy Day program. Admiral! 

Farragut's famed command was a fea- 

tured quotation in President Rooseve't's 
Navy Day address. 


tence, may continue to have outlets 
in the same markets as NBC’s Red 
network. 


MUTUAL SIDES WITH 
FCC AGAIN IN FIGHT 

New York, Nov. 5.—Reaffirming 
its support of the Federal Com- 
munications Commission, Mutual 
Broadeasting System today became 
a “party in opposition” to the 
actions brought by National Broad- 
casting Company and Columbia 
Broadcasting System against the 


FCC and the United States govern- 
ment. 

Under the notices of appearance 
filed by Mutual, the network has 


the right to participate in all pro- 
ceedings brought before the federal! 
court. NBC and CBS are seeking 
injunctions to prevent enforcement 
of the FCC’s revised network regu- 
lations, effective Nov. 15. 


Clearing House 


for Television 
Is Asked of U.S. 


New York, Nov. 5.—Appointment 
by the government of a televisic: 
committee to act as a central clear- 
ing house and cooperate with equip- 
ment manufacturers and_ station 
operators was suggested here this 
week at a meeting at the offices of 
Norman D. Waters & Associates 

Called to consider the potentiali- 
ties of the medium in relation to 
national defense, the meeting was 


attended by manufacturers and 
broadcasters and followed a con- 
ference between Mr. Waters and 
FCC chairman James L. Fly. The 


status of the medium and its pos- 
sibilities, including its use for de- 
fense programs to reach the general 
public, will be outlined in a pre- 
sentation to be sent to government 
departments. 


Ehrat Picks Ramsey 


in the same market had not been Ehrat Cheese Company, Chicag 
° 4 ° . . . . . . sus “nde _* on > owever has i d L. - < sey ‘o pany 
before, especially with the increased trend to self-service marketing. Criterion Service gives “wsPended. FCC added, however, fils named T. MW. Karsey Come 
that it “will postpone indefinitely er “iH ds vy 2 Rents ghcgnee 
you all three for only 10¢ per display per day. any action to prevent such dual sta- ~ aa - Copeland is account ext 
— tion operation if it is shown that the _ 
operation of two stations in any city T 
| ; o Shift Headquarters 
= . . . . . . Ss Ss - sal “3 4 - 
sie These displays, eight feet high by four feet wide, are placed on the walls of retail business | \vispensabie fo the ‘continued “Gerald H. Smith, secretary 0 
payne i. 7 : init aan ‘treasurer of Street & Smith Pub- 
buildings on busy corners of naborhood shopping centers everywhere throughout the United single network organization.” —_—— dications, New York, will transf 
‘ This policy means that NBC's pic headquarters to the comp.ny’: 
States and Canada. You pick the naborhoods—we cover them. Blue network, which received a re- Western offices in Chicago, 230 N 
prieve from the earlier death sen- Michigan avenue, effective N: l 
7 Here are leaders using Criterion—Ralston Purina, H. J. Heinz, R. J. Reynolds, Pillsbury, 
i: Bristol-Myers, Anheuser-Busch, Scotten-Dillon, Wm. Wrigley Jr.,Co.—Write us for actual case - 
histories about these and other manufacturers using this service. ~¢- { ".- % 0 Vi bd 
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FREE 


7 Exclusive 


“The medium that asks for the sale when people are ready to buy” 
BOSTON . 


NEW YORK ; CHICAGO ° TORONTO 


& PETERS, INC. 


National Representatives 
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KILL A SYMPHONY 


hundred instru- 


ments controlled by a master musician. Then, somewhere in the woodwinds, someone blew a sour note. To the conductor it sounded as 
loud and blatant as the blast of a sixteon-iath gun. To critical fanatics in the audience it marred the symphony like a mustache on the 
Mona Lisa. For them at least, one note killed the symphony. @ There are such critics in the advertising business, too. Men who regard a 
set of color engravings as critically as Toscanini listens to the playing of a score. These are the people that we have geared ourselves to 
satisfy. We filter the air in our camera room so that even specks of dust will not mar the fidelity of reproduction. We have invented and 
built equipment to serve their ideal of precision. When we talk about the quality of our engravings, these master critics know what we mean. 


From Oregon to New York, advertisers and agencies who want the best mark their engraving orders, "Send to Collins, Miller & Hutchings.” 


And we charge the same price to all of them. COLLI NS, Ma LLE R & e4 UTCH * NGS 


CHICAGO PHOTOENGRAVERS 
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Moves to New Location . 


Behel and Waldie and Briggs, 
Chicago agency, has moved to the 
LaSalle-Wacker bldg. 


WY 


| his own choosing: 


Gem’s Recording 


Studio for Army 


Goes Over Big 


New York, Nov. 4.—A_ uniqus 


| good will project, which is being 


hailed by Army Officials as a valu- 
able contribution to national morale 
as well as a “progressive and effi- 
cient type of advertising,” has been 
undertaken by Gem Safety Razor 
Corporation with a mobile record- 
ing studio that permits men _ in 
camps to make personal recordings 
and dispatch them to their families. 

Tested at Camp Dix, Camp 
Upton, Pine Camp, Fort Monmouth 
and Fort Hancock during the past 
few months, the plan has taken hold 


so well that the “Gem Blade Re- 
porter,” 
son, originator of the idea, will 


eventually cover the entire nation. Michigan 


| stands all costs 


involved. At the 
| present time about 1,000 records a 
week are being sent out, but this 


will be stepped up substantially 
when additional de luxe studio 
trailers are in operation. 

A flood of appreciative letters 
from mothers, wives and sweet- 
hearts is pouring into Gem head- 


quarters, and the commanding offi- 
cers of all camps thus far covered 
have given the plan unstinted 
praise. Aside from each _ soldier’s 
introduction by the Gem reporter. 
the records have no commercials of 
any kind, nor have any merchandis- 
ing tieups been attempted. 
pany officials regard the idea as a 
goodwill gesture and as a contribu- 
tion to Army as well civilian 
morale. 


as 


in the person of Dick Nel-| Asks State Ad Fund 


A committee 
agriculture, 


representative of 
headed by 


Additional mobile units are being)W, F, Doyle, East Lansing, man- 


fitted out and the work will con-|ager of the Michigan Chain Store | 
the | Bureau, 


tinue for the duration of 


emergency. 


has been organized to 
‘campaign for a new state agricul- 


Each soldier makes a six and one- | tural advertising law and an ap- 
half inch record. The subject is of |PrOPriation of $100,000 annually. 


some set down 


words of greeting to loved ones,| Takes New Offices 


others sing, play instruments 


Ol | 


shoot out some gag lines. The rec-|attle, has occupied new quarters in 


'ords are sent home by Gem, which'the Textile tower. 


Com- | 


Daken Advertising Company, Se- | 


‘ 


“ 303,782 DAILY ws, 
$90,164 sinon 


s. 

4 ! 
me * \ 
feo 

7 Ri 
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Net paid circulation averages es reported to the A.B.C. 
for the period ending Sept. 30, 1941. 


Realignment of Minneapolis newspapers May |, 1941. 
Daily averages from May | through Sept. 30. Sunday 
papers in Minneapolis combined May |! so Sunday 
averages are from May || through Sept. 30, 1941. 


BUSINESS IS BOOMING: Minnesota business 


volume highest since 1929 . . . farm income greatest 
since 1920 . . . 1941 farm income expected to top 
half-billion dollars. Northwest city, country department 
store indexes establish all-time 


building is 20°, above 1940. 


in 


a “¥ ; id ee 
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highs, and residential 
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MOBILE RECORDING UNIT SWINGS INTO ACTION | 


| 


| Standing in front of the Gem Safety Razor Corporation's new recording studio 
| which is to visit Army camps throughout the country are (left to right) Charles 
Solomon, advertising manager for Gem; Dick Nelson, the "Gem Blade Reporter’ : 


and Edwin B. de Mesquita, associate advertising manager. 


Nelson makes records 


of soldiers’ voices to send to their homes. 


Theme Gets Play in 
Whisky Campaign 


New York, Nov. 4.—A play on 
| words is used to illustrate a basic 


theme in the current newspaper 
campaign by Oldetyme Distillers 
|Corporation for Three Feathers 
| whisky. 


Appearing in 125 newspapers, 
copy leads off with captions such as 
“Shyball or highball?” and “Almost 
or all?” followed by, “Yes... peo- 
ple everywhere find that Three 
Feathers does taste better — it’s 
‘Flavor - Protected.’” Copy was 
tested in the monopoly states before 
extension of the campaign. 

One typical insertion headed 
“Mocktail or cocktail?” uses illus- 
trations of two cocktail glasses, one 
in a state of semi-disintegration 
with the caption, “Melted flavor. 
Whisky flavor that does a ‘now- 
you-taste-it-now-you-don't act... 
does disappointing things to any 


Manhattan,” and the other in nor- | 


mal condition, with the caption, 
“Mellow flavor. Finer and richer to 


i. begin with, Three Feathers imparts | 
~~ | to Manhattans flavor that firmly 
| stands its ground. 


It’s flavor-pro- 
tected.” 


Peck Advertising Agency directs | 


the account. 


Toilet Goods 


Group to Trim 
Use of Paper 


New York, Nov. 4.—Making na- 
tional defense its prime considera- 
tion, the Toilet Goods Association 
this week voluntarily agreed to re- 
duce the quantity of paper used for 
all window displays and_ similar 


promotional efforts during the cur- | 


rent emergency. 

In a resolution forwarded to the 
OPM and trade associations in other 
| fields, the TGA urges that other in- 
dustries which consume large 
|amounts of paper and paper board 
|for display purposes follow its ex- 
ample and voluntarily curtail their 
/requirements. Food, tobacco 
beverage industries were specific- 
} ally mentioned in this connection. 

The TGA’s decision followed an 
industry survey which established 
|} that the display field offered the 
greatest opportunity for paper con- 
| servation. In its resolution, TGA 
| Says that the “needs for national 
| defense are threatened by the con- 
| tinued normal use of paper and 
| paper board by civilian industries.” 


Sponsors Safety Spots 

Ben Hur Products, Los Angeles, 
has signed an unusual spot an- 
nouncement contract with KFI, Los 
Angeles. The spots, which will ex- 
tend over a year’s time, will be 
heard six times a day and will be 
confined to mentioning some traffic 
hazard in the Los Angeles area or 
urging careful driving. The spon- 
sor is merely credited with “through 
the courtesy of Ben Hur 
The spot announcements, 
total 2,190, will cost the 
$50,000. Theodore B. Creamer Ad- 
vertising Agency, Los Angeles, 
rects the account. 


which 


and | 


Coffee.” | 
sponsor 


di- 


— 
‘Flavor-Protected’ | Hecker Stipulates 


| Hecker Products Corporation, 
New York, has stipulated with the 
Federal Trade Commission to 
cease advertising that its “Two-in- 
|One” paste or liquid shoe polish 
| Provides a protective coating against 
'all stains, or that its “‘Two-in-One” 
or “Shinola” white shoe cleaners 
will not rub off. 


Joins McGillvra Staff 
George Arkedis has joined the 
New York sales staff of Joseph 
Hershey McGillvra, radio repre- 
sentative. He was formerly assist- 
ant account executive with Pedlar 
& Ryan, New York, working on the 
Procter & Gamble account. 


Offers Book Summary 

Lithographers National 
tion, 420 Lexington 
York, has published 
Opportunities — 1941”, a booklet 
which incorporates the addresses 
made at the 36th annual LNA con- 
vention at White Sulphur Springs, 
W. Va. 


EYE’ CATCHERS | 


Associa- 
avenue, New 
“Marketing 


SAVE 80% ON 
PICTURE COST 


Eye*Catchers brings you pictures 
unique plan that reduces the cost t 
of low levels Smart, timely shots 
I sed in one of New York's lars 
with f us high-priced models 
tional advertising In Eye*Cat 
the best in pictures but you pa 


e Send iv 
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1 det 
No obt 


ligations 


EYE* CATCHERS, |" 
10 East 38th Street, New Y° 


*Reg U. 


FREE OFFER 


Catchers Plan. 
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J Mr. Ottinger recalled that imme-| included in advertising are Flex- : 
Hormel Launches ade seg | Ae Consumer Copy diately after the Armistice, in| wood and Flexglass. : 
g Ma Be Ste ed U January, 1919, U. S. Plywood Cor- seein e. 
. Miles Brokerage Company, Clear- y PP Pp poration was organized with an 7 H dl - 
C field, Pa., and three Pennsylvania | invades of 6006. Sheek that tte o mea ey-Reed 
pam ampaign wholesale grocery and _ foodstuff by U. S. Plywood ; ore ; Sterling B. Beeson has joined the 
companies, have been ordered by 


the company has grown to be one 
the Federal Trade Commission to 


e New York, Nov. 4.—Expressing of the largest producers of hard- | Sales. ved Coe rae tale oe 
Des ite Shorta e cease violations of the brokerage the belief that “advertising now is| wood plywoods and other building! resentative. He was formerly with 
p g provision of the Robinson-Patman the best way to insure a market for specialties. Some consumer adver-| Joseph Hershey McGillvra and pre- 
Act. The three grocery companies, ye setae Be the years e ogee ge has been ages Lee | eee manager of Station WTOL, 
i Miles o., DuBois, Miles-Brad- | Lawrence inger, president of! of appropriations to date has gone); 1Oleao, 

Sees Opportunity to ste p Bn Bag Bradford, andj} VU. S. Plywood Corporation, today ato tenites papers in the build- 
Better Position with Miles-Kane gene oe = indicated that consumer as well as| ing, architectural and hardware 

jointly owned, according to 1€ industrial promotion of the com-.| fields. 
Consumer Copy order, ’ : pany’s many lines will be stepped In promoting the trade name 
a a “— de —. — disclose that up in the near future. The state- “Weldwood” the company _ will 
Minneapolis, — 4 — oo 2 om a a “| be “the yp cng = ment of policy accompanied an an- appeal to consumers, builders, 
Hi pg Rage Reagerccic tl sy erm cies ana but Ay calee Pte aa nouncement that Marschalk & Pratt architects, lumber dealers, cabinet YC 

to the trade that con: > é : y; i 


They Make Your National 
Advertising 5 Times as 
Effective 


j rnment orders have com that a substantial portion was has been appointed to handle the| makers and executives of industrial 
and governme c -rs have com- 


v ARTK 


itransferred by indirect methods. account. organizations. Other products to be | SIGN CO. LIMA, 


bined to cut the available me | Onto 
of Spam, its canned meat product, 
is launching a new advertising cam- | 
paign in consumer publications cal- | 
culated to win and hold what the) 
company regards as a strategically | 
advantageous position. The open-| 
ing gun in this November-December | ma A iy Hilt 
drive was fired with the back cover | | NM) 
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of Time, Nov. 3, and a half page in 
four colors in the Nov. 9 issue of 
Puck—The Comic Weekly. 
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Higher competitive prices, Hor- | 
mel is telling the trade, make Spam, | 
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Dinty Moore and other of the com- 
pany’s canned meat products “truly | 
much bigger bargains today than | 
ever before as compared with the | 
price of other foods.” In addition, | 
the company makes the point to} 
dealers that “‘we have a tremendous 
investment in your customers. We | 
want their business now, for the | 
‘duration,’ and for many years to| 


lh Na AMM 
ay | "ia 
| | | Hit Wil \M yt! NNN 


come. We are doing everything il Mi ua MH ! ei th | ill MW | 
possible to warrant their support.” MM | iil | I aw ' it WA \ a i (ye ii A H) | ] H 

With production facilities taxed NAW “i WAN wi WN i 3)!!! aa WM it! A Mi itl NNN 
to the limit and Spam being pro-| ll i aM) AN | TA ii aa Mi | | 


rated to sales territories, Hormel 
nonetheless is going out full tilt | 
after consumer acceptance’ with | 
this formidable schedule of inser- | 
tions: half pages in four colors in| 
the Nov. 16 Metropolitan Group, 
The Saturday Evening Post of Nov. | 
29, and the November Ladies’ Home 
Journal; three 56-line ads in the 
December Better Homes & Gardens, 
four color back covers in the Nov. 3, 
Dec. 1 and Dec. 29 Time, and a| 
four color back cover in the Novem- | 
ber National Geographic. 

Copy in Puck — The Comic 
Weekly Nov. 9 will be packed with 
humorous sketches plus offers of 
five dollars each for what are called 
“Spam - O- Grams,” jokes, jingles, 
recipes, strange facts and the like 
which incorporate the word “Spam.” 
National magazine copy will be re- | | l Wh i 
plete with appetizing pictures wil wil NAAM Ni m\ 7 ill "mt 
showing the various uses of the AM ill NN it 
meat product. All copy will have Kit i ee NN i ii mt 
a picture of the Spam container. ai il ("i i il ! 

The Minneapolis office of Batten, 

Barton, Durstine & Osborn is 

handling the account. There is a e ° 4 

possibility that Hormel will in- | ut 

crease the tempo of this campaign x . 
after the first of the year. 
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Joins Bielefeld | 
Walter O. Victorine has joined 


Herbert Bielefeld, Inc., Chicago. That’s as inadequate as a gun minus shells. 
— = | 
Every day ~ between 10am“) Or a national magazine campaign without The New York Times Magazine. 


and 4 pm > ~ 80% of the Los 
Ange /es street car and bus 
= “2 riders are women® |. 
these 84500 family purchasing 
agents ride to shopping 


The New York Times Magazine is taking blue ribbons for performance in the national field . .. more 


than 800,000 above-average-income families throughout the forty-eight States. 


centers ~ . for clothing, :° It concentrates where coveys of prospects are heaviest ... in the New York market, where bigger sales 
shoes, furnishings- return to reward bigger selling effort... and other important markets over the country. 
Suburban =" 4° shopping ateas : : , , - : F 
for food, drugs, cosmetics. It's a pedigreed producer . . . backed by the unique selling power that makes The New York Times = 
, — , nee ' 3 
gWhen they ride they relax. America’s largest Sunday advertising medium. ; 
. When they relax they 
read your Message. “Ar And it’s a pet reading habit with the ladies... women’s appeal plus... human interest... pictures that catch 5 
For Complete details | attention and articles that hold it... more “homemaking” news every month than in leading + 


and rates, write women’s service monthlies. 


pn LU 


If you want to find birds, take along your dog. If you want to bring them down, don't forget your shells. 


- 
— 


M And if you want a full bag of sales, be sure to put The New York Times Magazine on your list! 
AYNARD Boyce Ine. 
Phe Vharsportalion 
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Allocations Versus Priorities 


There has been considerable dis- 
cussion at Washington of a plan to 
substitute allocations of essential 
materials to defense and non-de- 
fense industries for the present pri- 
orities which had the 
result of cutting off non-defense in- 
dustries almost entirely from their 
sources of supply. Because of the 
strangling effect on the national 
economy of depriving industry of 
materials and workers of employ- 
ment, the allocations plan, which 
in effect rations materials specific- 
ally to individual consumers, would 
greatly ameliorate the difficulties of 
the present situation. 

John H. Van Deventer, editor of 
The Iron Age, is an authority on 
steel production and consumption, 
and in a recent analysis of the 
problem of keeping steel-consuming 
industries going, including those 
without high priority ratings, he 
made the flat statement that, prop- 


system, has 


erly rationed, there is plenty of 
steel for all legitimate purposes 
Certain materials, like aluminum, 


nickel, chrome and copper, he con- 
ceded, are actually scarce. 
“Such not the 
with steel,” he asserted. ‘Properly 
rationed, our producing 
pacity great enough to satisfy 
every conceivable demand of de- 
fense, including aid to Great Britain, 


scarcity is case 


steel ca- 


IS 


Russia and China, and leave a con- | 
siderable percentage over. No 
studies yet made, even the most 
grandiose, have shown where or 
how our defense and aid activities 
as scheduled can possibly use more 
than 40 per cent of our total ingot 
capacity. .. 

“Our non-defense industries 
going to be our life-blood after this 
thing over. Let's ration them 
with definite, even though severely 
curtailed, allocations based on past 
usage of steel, rather than shoot 
them to death with priorities.” 

Here an authoritative state- 
ment, which in line with the 
opinions of steel producers them- 
selves. The present stringency is 
not the result of inability of the 
industry to meet all requirements, 
but rather has come about because 
defense industries have been given 
first and exclusive call on all pro- | 
duction. That why are 
piling up in the hands of producers 
of defense goods, including the 
War and Navy departments, while 
non-defense_ industries being 
cut off with little or no supplies. 

The plan should 
put into effect at the earliest 
sible moment. It will not 
problem, but it will keep 
America going on the best possible 
basis consistent with the war effort. 


are 


is 


is 


is 


is stocks 


are 


allocations be 
pos- 


solve 


every 


How Representative Are 
Associations? 


Dr. Vergil Reed, assistant director 
of the Bureau of the Census, made 
some challenging off - the - record 
comments in a hearing of the House 
committee on the census, at which 
the National Industrial Advertisers 
Association protested against chang- 
ing the Census of Manufactures 
from a two-year to a five-year basis. 
Dr. Reed contended that the NIAA, 
with its membership of 1,700, is not 
representative of the field. 

The to 
the largest in the country made up 
of individual 
cerned with 


association happens be 


manufacturers con- 
marketing and adver- 
tising, but when Dr. Reed 
pares its membership with the 
total number of manufacturers in 
the country, its list may seem small. 
But he failed to point out that only 
about half of the manufacturers of 
the sell to industry, and 
the others serve the general public. 

In addition, membens of the as- 
sociation represent a very large part 
of the volume of sales in such im- 
portant classifications as steel, ma- 
chine tools, construction equipment 


com- 


country 


and materials, electrical equipment, 
plant equipment and other 
lines which are especially impor- 
tant to the defense effort. Through 
their distributors and direct 
sentatives, 


power 


repre- 
manufacturers 
industry, 
including those which are the front 
line of all defense production 

Since the NIAA membership 
made up of leaders in every field, 
we believe that it shall be regarded 
representative of the 
of industrial marketers. 
so recognized for many years both 
by industry and government. The 
Bureau of Foreign and Domestic 
Commerce and the Bureau of the 
Census have worked with 
the NIAA in setting up their serv- 
ices, indicating that the association 
considered to the 
of industrial advertising and 
marketing interests. 


these 
serve a large part of all 


Is 


interests 


as 


It has been 


closely 


was be spokes- 


man 


Instead of belittling the great 
services rendered by the NIAA, 


we think Dr. Reed should have been | 


content to meet its protests on the | 
merits of the case. 


MAN AND DOG MAKE THE POINT 


The Saturday Evening Pos 


"He says he has reasons to believe Mr. Baxter is NOT out." 


Ad-libbing 


Well, Shave My Face! 


Some time ago we commented on 


the fact that an exceptionally large On 


proportion of the really unusual 
advertising we run across originates 
in Wisconsin, and certainly the copy 
placed in the Appleton Post-Cres- 


Union,” the item says, “has faced 
delays of months in getting ratings 
canned goods, although rising 

and quality deterioration 
made such ratings more im- 
portant to consumers than ever be- 
fore.’ The whole grade labeling 


prices 
have 


cent Oct, 30 by Oscar Kunitz proves program will be endangered, says 


SEALED BIDS 


4 SHAVES 
A WEEK 


Sealed bids will be received 
by Oscar Kunitz at his office 
at 114 W. Washington St. for 


four (4) shaves a week. Must 
be by a barber licensed by 
the State of Wisconsin. 


®I reserve the right to ac-- 
cept or reject any or all bids, 


Dated Oct. 30th, 1941. 


OSCAR KUNITZ 
Ock. 39. 


that individuality runs rampant in 
the Badger state. Mr. Kunitz’s 
masterpiece was called forth by an 
increase in the price of shaves from 
25 to 35 cents—an increase which 
Oscar simply refused to take lying 
down. 


Right on Top 

The Wastepaper Consuming In- 
dustries are right on top of the ball, 
as evidenced by the advertisement 
run on the radio pages of newspa- 
pers last week, addressed to Fibber 
McGee and Molly It seems that 
the popular radio team had Molly 
burning her old love letters the 
week before, and the waste paper 
boys took occasion to point out good 
naturedly that burning pape1 
love letters 
to do 
sell it. 


even 
is out now. 
to give it 


The thing 
to a charity or 


IS 


Help for Grades 

The Oct. 23 issue of “Bread & 
Butter,” published by Consumers 
Union, broadcasts a plea for letters 
to Congressmen “to request an in- 
crease for the Agricultural Market- 
ing Service budget, that grade 
labeling does not become another 
victim of false economy.” It seems 
that the AMS, which has been 
maintaining 17 grading stations “on 
a skimpy budget of $40,000 a year,” 
has been called upon to do so much 
inspecting and grading canned 


sO 


of 


goods on government orders that 
manufacturers and consumer groups 
“Consumers 


can’t get any service. 


“Bread & Butter,” unless the AMS 
receives adequate funds. 


For Stockholders 

That the informal stockholders’ 
meetings which General Mills has 
been conducting for several years, 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national] 
advertiser or advertising agency 
executive writing on his busin: ss 
letterhead. 


No. 1898. Facts About Newswee's 
Audience and Market. 

Newsweek has issued two sets of 
charts—one, dealing with ma 
facts for business and _ industria] 
| advertisers—and the other, a study 
of Newsweek’s readers. The reader 
analysis shows the number of rex; 
ers and number of families, their 


income, spending ability, use of 
products, and purchasing plans. 
The other set of charts shows an 


analysis of readership among busi- 


ness men, industrial executives and 

government officials. 

No. 1899. Analysis of Foreign 
Language Markets in 17 Se- 


lected Cities. 
| The size and scope of the foreign 


| language market in 17. selected 
cities is shown in this new survey 
issued by Judson Special Agency. 
The study brings out facts about 
employment of foreign born work- 
ers in defense industries, the buying 
power of the foreign market and 


newspapers reaching this group 
No. 1900. Paper Products for De- 
fense Contracts. 

In this new folder, Dennison 
Manufacturing Company describes 
and illustrates some of the paper 
products it is making for contrac- 
tors and sub-contractors in defense 
work. Paper parachutes for flares, 
lanterns for weather bureau use, 
paper primer discs for shells and 
special tags, boxes and envelopes 
are some of the items shown. 


and will conduct again this year, 
are something well out of the ordi- 
nary is abundantly evident from | 


this reproduction of the notice sent 
to the company 
These jolly and entirely informal 


the 
printed character normally associ- 


stockmen are not type of 
ated with a stockholders’ 
a giant corporation but then, 
General Mills’ informal stockhold- 
ers’ meetings have nothing staid or 
stodgy about them, either. They'll 
be held this month in seven cities 
from coast to coast, under the able 
direction of James F. Bell, chair- 
man of the board, and they will 
tell, “in words and with a new mo- 


tion picture, the story of how your 


meeting of 


company earned its living under 
difficult circumstances during the 
past fiscal year.” 
Jottings 

Sears, Roebuck & Co.'s retail 
training division has just issued a 
booklet for retail store employes 


which is an unusually complete and 
worth-while job of selling the or- 
ganization to the employe It’s 
called “Let's Get Acquainted,” and 
its 60 pocket-size pages do a swell 
job of telling about Sears, explain- 
ing its policies and rules, and gen- 
erally in getting the employe off on 
the right foot 

Empire Box Corporation is join- 
ing the war on waste with a two- 
color poster being supplied to cus- 
tomers throughout the 
“Paper money—don't waste it,” 
the poster says, urging that it be 
saved and sold to the conservation 
committee of the Waste Paper Con- 
suming Industry. Space is left for 
the insertion of the phone number 
of the local committee . 


country 


is 


*s stockholders. | 


No. 1901. A New Picture of Wis- 
consin’s Second Big Market 
Issued by The Capital Times and 
Wisconsin State Journal, Madison, 
this file folder calls attention to 
Madison’s 80,148 ABC city zone 
population and $44,329,000 retail 
sales. It points out the four sources 
of income—government, university, 


industry and agriculture — which 
make a constant market. 
No. 1894. Designing the House 
Publication. 
The Advertising Roundtable of 
Southern Michigan has put into 


booklet form a speech by H. J. Hig- 
don, editor of the “Phoenix Flame,” 
on the importance of good design 
in the house publication, described 
as a “cordial invitation to read.” 
The text discusses selection of 
typeface, spacing, size and propor- 
tion and the organization of these 
elements. 


No. 1895. The Jewish Culture 

Joseph Jacobs Jewish Market Or- 
ganization has issued this booklet, 
which contains an interesting col- 
lection of information about 
ish law and _ tradition, material 
which is pertinent to marketing I? 
relation to the Jewish field. An 
abridged five-year calendar lists the 
dates of important holidays, while 
the subject matter describes 
various ceremonies and_ pra 
and the buying habits applicab! 
them. 


Jew- 


the 


tices 


p t 


No. 1859. WHBF and the Tr 
Cities. 

Radio Station WHBF has issued 
this folder, which contains a map 
of the station’s coverage, wih 3 
tabulation of vital statistics for the 


primary area and for the Daven- 
port-Rock Island-Moline metr 
tan district. 


No. 1897. Gits Plastic Produc's 

Gits Molding Corporation hes 
issued this catalog, which }|'US- 
trates and describes a variety ° 


plastic novelties, gifts and speci@l- 
ties. 
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Competitive Radio 
Programs Boost 
Noxzema Sales 


Inter-City "Quiz'’ Plays 
on Old Rivalries, Draws 
Heavy Response 


By IRWIN ROBINSON 


New York, Nov. 6.—Whatever the 
governor of North Carolina said to 
the governor of South Carolina is 
nothing compared with what the 
Mayor of Dallas is saying these 
days to the Mayor of Fort Worth, 
and the Mayor of Los Angeles to 
the Mayor of San Francisco, when 
their respective brain trusters make 


bids for glory on Noxzema Chem- 
ical Company’s “Quiz of Two 
Cities” programs. 


The tickling of civic pride and 


stirring up of friendly civic ani- 
mosities are 

“Te 0942 9f Tw9 gITHES” grist to Nox- 
zema’s mer- 


7 raenibenee seston / Ae 
. ra chandising mill, 
and so potent 
has been the 
exploitation of 
ancient rival- 
ries between 
cities and parts 
of cities that in 
virtually every one of the 25 areas 
participating in the competition the 
sponsor has been re- 
warded with skyrocketing 
The quiz show is the keystone of 
Noxzema’s current advertising set- 
up, but regular insertions in 350 
newspapers and in 40 magazines 
round out the effort. Current ap- 
propriation is $650,000 of which 
about $400,000 goes to radio. 
Noxzema sales this year will 
probably top $2,200,000, a far cry 
from the $65,000 volume the com- 
pany had when Ruthrauff & Ryan 
took over the account 17 years ago. 
The 1941 peak is impressive, but 
even more astounding are the sales 
gains recorded in individual mar- 
keting areas. During the first nine 
months of this year, for example, 


\ 


Sta ee 
SPECIAL! 75° 
NOX ZEMA SHAVE JAR 


Only &Y* 


Display Card 


programs’ 


sales. 


sales in New England jumped 78 
per cent over the same period of 
1940: Buffalo - Rochester, 43 per 
cent: Los Angeles -San Francisco 


67 per cent; Seattle-Portland, 102 
per cent; Minneapolis-St. Paul, 130 
per cent; Chicago, 45 per cent; De- 
troit-Cleveland, 40 per cent; Dallas- 
Fort Worth, 114 per cent. 


Tried in 1938 


The “Quiz of Two Cities” was 
first tested in 1938, for another R&R 


client, with teams _ representing 
Baltimore and Washington. The 
basic premise that almost every 
large city has a natural rival was 
proved sound, and the idea was 
adopted for Noxzema during the 
1939-40 season. Today 25 munici- 
palities are given a chance every 


week to cheer their champions and 
leer at their opponents. Boston vs. 


Providence is broadcast over Sta- 
tons WNAC and WEAN; Hartford 

Springfield, WTIC: Buffalo vs. 
Rochester, WBEN and WHEC:; AIl- 
dbany vs. Troy, WOKO; Detroit vs 


Cleveland, WJR and WGAR; Phila- 


lelphia vs. Pittsburgh, KYW and 
KDKA Dallas vs Ft Worth, 
WFAA and WBAP: Atlanta vs. 
sirmingham, WSB and WAPI: San 
Francisco vs. Los Angeles, KFRC 


nd KHJ: Seattle vs. Portland, 
KOMO and KGW; Minneapolis vs 


St. Paul, WCCO. In New York, the 
im is called “Battle of the 
Boroughs,” over WABC: in Chicago, 


“Ne 1 Side vs South = Side,” 
VBI M; and in Baltimore, “Bugle 


Call Jamboree,” WFBR. 

Heavy audience mail has re- 
d the program in every 
ty Hooper ratings credit the 
With listenership almost un- 

a of for a local program and 

many cities the figure is higher 

than for many popular network 
features. In Minneapolis, for ex- 
ie 


‘Mpic, the quiz is rated as the most 
Popuiar program on WCCO outside 


k Benny, Major Bowes, Lux 


|tieups of 


Theater and Charlie McCarthy. 
“Crank” letters are virtually un- 
known, although occasionally lis- 
teners question the judges’ scoring, 
which is perhaps a manifestation of 
burning civic pride rather than 
criticism of the show itself. 

The very character of the pro- 
gram makes possible merchandising 
every description and 
these are exploited wherever possi- 


ble. Postal Telegraph employes 
have been contestants in many 
cities and the company has dis- 


tributed thousands of jumbo tele- 
grams on its own, piugging Nox- 
zema and the program. Railway 
Express people have gone on the 
air, and packages delivered by the 
carrier have included stickers urg- 
ing listeners to tune in. When New 
Haven railroad employes appeared, 
every dining car on the line had 
table cards calling travelers’ atten- 
tion to the event. Liggett drug 
store clerks wore badges heralding 
the program when their turn came 


and Liggett newspaper copy 
plugged the show. A Pacific Coast 
bank ran newspaper ads in Los 


Angeles and San Francisco. 

Sampling Made Easy 
Thanks to large audiences which 
have flocked to every broadcast, 
usually held in the largest audito- 
rium available, Noxzema sampling 
has been made simple and effective. 


POSTAL TELEGRAPH TIES IN WITH NOXZEMA 


PAT BARNES | 


MANHATTAN 5S 


MASTER OF 
CEREMONIES 
{ELEN ¥ 
\ \il 
W ABC SA AY N 
/ fe r 


JOE BOLTON 
LFADS THE 
BRONX 

CHEERING 


SECTION 


Typical of the tieups afforded by the competitive radio programs sponsored 
by Noxzema Chemical Co. is this jumbo telegram boosting both Postal Telegraph 


and Noxzema. 


Postal Telegraph workers have been contestants on many of 
Noxzema's “Quiz of Two Cities" shows. 


The company’s salesmen have been 
among the program's most enthusi- 
astic boosters. 

One of the most interesting 
aspects of Noxzema’s upward 
has been the expansion of the prod- 


rise 


uct’s 


appeal 


from 


ointment to one of 
This development 


matically 
features 


tried 


the 
Noxzema 


all 


a_ straight 


skin 


numerous uses 


is reflected 
in a newspaper ad which 
headline, 


these 


“Have 


dra- 


you 


ways?” 


Suggested uses include treatment 
for chapped hands and lips; shav- 
ing; healing externally-caused skin 
blemishes; for babies’ skin; as a 
powder base; for superficial burns; 
for chafed skin, and for aching feet. 

R. F. Sullivan, Ruthrauff & Ryan 
vice - president who directs. the 
Noxzema account, explained today 
that this broadened appeal was 
made possible chiefly through the 
addition of radio to the advertising 
schedule. 

Turns to Men 


“Most of the advertising in the 
past was aimed at women,” he said, 
“using women’s magazines and 
women’s illustrations in newspa- 
pers. An extra campaign aimed at 
men could not be afforded. When 
we used Professor Quiz (in 1938) 
we had three commercials on a 
family appeal show where we knew 
we had an audience of men and 
women. We took advantage of this, 
and had a good percentage of our 
commercials aimed at the men for 
shaving. The same applies to the 
current ‘Quiz of Two Cities’ show. 
In like manner, we have a percent- 
age of our commercials on use for 
babies or other small volume appli- 
cations which would not normally 


justify separate campaigns.” 
Another major achievement re- 
corded during Noxzema’s recent 


history is the leveling out of sales 


THE NEW CHALLENGE to Advertising 


Leet us now recognize that whereas the advertising of the Turbulent Thirties brought the chal 


lenge of keen competition in a dwyer’s market, advertising in the Nineteen Forties presents, to 


some degree, the new challenge of a se//er’s market. 


Is ¢ ear now that it 1s as much aoprivi eve fo DUY LoodSs as It is to se PoOods. 
It is clear now that it ha privilege to buy good Il good 


So, advertising encounters new opportunities and new duties. 


In a world which changes faster than we want, there is the need for the thoughtful, fore 


sighted planning of markets for years to come. 


Phere is the need for a clear, candid, straightforward quality in advertising. 


We shall 


seck to build richer, warmer, more enduring relationships with all the people with whom we do 


business: with our managers and our workers, our sources of supply, with our facilities for trans 


portation, with our stockholders and our banks, with our government, and with our customers. 


After you have made a good product, after you have conceived a strong, persuasive advertising 


program, there still remains one extra important last step: to present your advertising in a setting 


of dignity, honesty, sincerity and good taste. 


lor the medium you use, whether it be magazine, newspaper or radio, has a very great deal 


to do with the impulse of your advertising message. 


Consider the qualities of The National Geographic Magazine: 


its editorial authority and authenticity 


Its 
Its 
its 


its 


profusion of beautiful 


strict and absolute accuracy 


and 


instructive tlustrations 


enduring and permanent value in editorial content 


thorough avoidance of the trivial, the partisan, or the controversial 


its scholarly insight into the nature of the peoples of the world treated in its pages 


and above all, the timeliness of its attention to places and events of major moment in 
the world. 


[hese simple, strong tenets of editorial conduct have accounted for the sterling regard in 


vhich The National Geographic Magazine is held by 1,100,000 subscriber-families. 


Its voluntary circulation 


readers per copy 


> 8 permanence .. 


its identifiability of readership 


its great numbers of extra 


. its background of character and integrity 


all of these 


put The National Geographic more than ever in the forefront of magazines which will serve 


advertisers to meet she nex 


THE 


NATIONAL 
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handled Noxzema, sales by seasons | 
varied radically. One peak occurred | 
during January and February—the | 
peak of the chapped hands season, | 
with the valley in the spring; and! 
the second peak cropped up during 
the summer, when business was 
favored by sunburn sales. Dealers | 


idle for a few months. 

“A sample plan was developed 
that wiped out the spring valley 
and an anniversary campaign to} 
consumers was developed for the 


fall, which has become more popu-| 


lar each year. The result was that! 
in 1940 Noxzema’s volume during 


the difficult seasons remained 
‘within a 
the busy months, and valleys and 
| peaks are almost eliminated.” 


“Where People Buy” 


| Curtis Publishing Company’s | 
| division of commercial research ~ 
| just issued “Where People Buy,” 
|volume of more than 200 + 
analyzing retail and wholesale trade 
|}in the United States, based on the 
1940 census. 

The volume contains a 


35,021,292 
IN KEY MARKETS! 


That's the average circula- 
tion per week on 3578 cabs 
in 43 key city markets—at 
a cost of 10.4c per 1000! 
For details, write Wm. E. 
Whaley Co., Washington 
Bldg., Louisville, Ky. 


detailed 


business, summarized for states and 
the country, and also broken down 
by counties and all cities of 10,000 
population or more. It also con- 
tains an analysis of retail 
broken down by independent and | 
chain store outlets, a detailed analy- | 
| sis of service establishments, and a 
review of wholesale trade. 

Data includes the number of 
stores in each community; the kinds 
|of stores or businesses in the com- 
munity; sales of these stores; how 
the retail dollar is apportioned 
among the various kinds of stores; 
and the geographical distribution of 
sales for various types of business. 


few thousand dollars of | 


analysis of retail trade by types of | 


trade | 


Sanborn Coffee 
| New York, Nov. 4.—Standard 
Brands, Inc., 


| paign for 


Week, with copy tying in with the} 


Edgar Bergen - Charlie McCarthy | 
radio program on the NBC- Red | 
network. 


The slogan, “It’s friendship in a 
cup,” promoted over the radio in a 


illustrations depicting the 
| of coffee at friendly gatherings. The 


followed 
and the 


|in fun... Tops in coffee!” 
by: “The fun’s funnier 
refreshments are more 


when the coffee’s tops in friendly | 


Chase & Sanborn brings all 
cheering freshness of 


flavor. 
the lively, 


coffee at its best right to your 
| guests!” 

Alternating between the two 
| publications, 1,025-line insertions 


| will continue every week through 
| Dec. 14. 


Bell Raises Schauble 


Peter L. Schauble, formerly in 
charge of advertising for Bell Tele- 
phone Company of Pennsylvania 


|and Diamond State Telephone Com- 


pany, and recently publicity direc- 
tor for the defense contract service 
of OPM, has been named vice- 
president in charge of public rela- 
tions for the telephone companies. 


—The Boss says this Tom Wheeler 


talks Horse Sense” 


Tom is a 


big shot in a big field— 


agriculture. His reputation rests not alone on his important work for 33 years 


as editor of the Indiana Farmer’s Guide—his devotion to the farmer has won 


recognition from such figures as the late President Coolidge, Vice-President 


Wallace and Secretary of Agriculture Wickard. But more vital, he has always 


had the farmer’s confidence and esteem. @ Tom 


Wheeler is now a WOWO 


personality, and his commentaries are exclusively heard on the new WOWO 


noon program, "FARM HOUSE”’. Wheeler's daily 
broadcasts are another evidence that WOWO 
uses specialists for its public service programs. 
@ The whole story on Tom Wheeler is awaiting your 


call at NBC Spot Sales. Get your copy of it today. 


gaia . Nir aoe 
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WESTINGHOUSE RADIO STATIONS Ince KDKA KYW WBZ waza 
‘wowo WGL WBOS « esrrusenres NATIONALLY BY NBC SPOT SALES 
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INDIANA'S MOST — 
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curves to overcome the headache | loaded up on free goods offers in| in| Start Five- Celer FRIENDSHIP Railway Appoints 

of peaks and valleys. Said Mr.| the summer to a point where they | | Steten Tstand Rapid Transit Rail. 

Sullivan: | anticipated purchases in the fall, | Ads for Chase & ‘way Company, borough of Rich 
“In the early days when we)|when the factory was practically | ‘mond, New York, has 


appointed 
Transportation Displays, New Yor! 
|as exclusive sales agent for car 


has released a cam- | 
Chase & Sanborn coffee | 
in The American Weekly and This | 


musical jingle, is carried out in the} 
magazine copy through five-color | 
serving | 


refreshing | 


card displays. 


Nathan Writes Book 


on Hotel Promotion 

Theodore R. Nathan, vice-pres.- 
|}dent and director of sales of tie 
| Dreier Hotels, New York, is te 
|}author of “Hotel Promotion,” . py 
| anthology of hotel sales and adve -- 
| tising management just publish q 
| by Harper & Brothers, New Yo: \. 

The book is divided into 21 cha»- 
ters, each with an_ introducti )n 
written by someone connected w th 
hotel promotion, including ho'e! 
1 nena wt satrap men, agency men, business paper 
| SStapesnee = yee editors, association executives and 
Creates government officials. 


CHASE & SANBORN COFFEE KFWB to Rambeau 
KFWB, Los Angeles, has nan 


William G. Rambeau Company as 
its national representative. 


| 
| 


Z -Tops in Coffee ! 


Tops in Fun. 
| . _ $a Frasndahyp 


first insertion was captioned, ‘Tops | 


5 ee Le 


| 


2. 


Five-color illustrations, like this one, will 

be alternated weekly through Dec. 14 in 

The American Weekly and This Week, 

promoting the “lively, cheering fresh- | 

ness’ of Chase & Sanborn coffee and | 

tying in with the Charlie McCarthy radio 
program. 


Hardware Association 
Denies FTC Charges 


The National Wholesale Hard- | 
| ware Association, Philadelphia, and | 
lits member companies, have denied 
charges of monopoly made by the | 


The oldest 


Federal Trade Commission. The gilt. cetien te Oe 
|association’s answer to the com- state, KFBI, WICHITA, has 
plaint said that its executives or n serving the people 


bee 
of the State of Kansas since 1923. 
Age isn’t everything, of course. But 
listening habits of 18 years standing 
are not easily broken. Particularly 


members have engaged in no activ- 
ity to suppress competition or to 
coerce manufacturers. 

Two respondents, Janney-Sem- 
ple-Hill & Co. and Hall Hardware 
|'Company, both of Minneapolis, filed 
iseparate answers denying that 
either has cooperated with the asso- 
ciation or any of its members. 


Comic Group Adds | 

Target Comics and Blue Bolt | 
Comics, published by Novelty Press, 
New York, will join the McKay | 


| Comic Magazine Group, eee 
rtd WICHITA 


since KFBI has been, and is, keep- 
ing ahead of the times consistently. 
If you want loyal, responsive listen- 
ers, try KFBI, WICHITA! 


| phia, effective with issues of Feb- 
ruary, 1942. The enlarged group | 
| will have a guaranteed circulation | 
of 1,000,000 copies per month. 


DOLLARS | 


WORCESTER’S bank debits 
— up 36.5 per cent in Sep- 
tember 1941 as compared 
with the same month last 
year—are another index of 
increasing business activity 
in this rich industrial market 
where millions of EXTRA dollars are being earned and SPENT. 


BANK DEBITS 


Sept. 1941 compared | 
with Sept. 1940 


Source: U.S. Federal Reserve System 
WORCESTER 
Massachusetts 36.5 % GAI N 


Boston Federal 
Reserve District 


All U. S. Districts 
Reporting 


23.6% GAIN 
29.7% GAIN 


For the three-month period ending Sept. 31, Worcester’s gain was 34.7 
per cent, as compared with 24.1 per cent for the Boston Federal Reserve 
District and 28.1 per cent for all U. S. Districts reporting. 


This rich and ACTIVE market — in the heart of industrial New 
England — is covered by The Telegram-Gazette ALONE. Circula- 
tion more than 128,000 daily. Population: City 193,694. City 

and Retail Zone 440,770. 


Th TELEGRAM -GAZE 


WORCESTER MASSACHUSET Ts 
CGeorce F. Boorn, Publsh- 


LOCK amd ASSOCIATES, NATIONAL REPRESENTAT 


OWNERS off RADIO STATION WTAG 
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‘Smoke All You 
Want’ Is Theme of 
Julep Campaign 


New York, Nov. 4.— Turning to 
the realm of psychology to provide 
a new twist in cigaret advertising, 
Penn Tobacco Company will warn 
se f-denying smokers of the dan- 
ge s of “jolted” nerves in the first 
na‘ional campaign for Julep cigar- 
ets. to be launched Nov. 24. 

{alf-page, two-color copy in Life, 
comprising the first publication ad- 
ver tising of the year-old brand, will 
urge smokers to indulge themselves 
since self-denial, with its consequent 
bad effect on the nerves, is unneces- 
sarv for those who smoke the “new 


miracle-mint” Juleps. 
Over the headline, “Now you} 
can smoke all you want,” copy will 


feature an illustration of a girl 
with a frightened expression on her 
face as her conscience tells her she 
smokes too much. The caption ex- 


plains, “Psychologists say: Each 
time you deny yourself a cigaret 
when you want one... you JOLT 
your nerves,” 


In a small box at the foot of the 
copy, Penn Tobacco explains that 
since “most smokers find straight 
tobacco too strong, every leading 


Power for WBYN 


|000 watts on Nov. 


American cigaret contains some 
flavoring” but that “only Juleps | 
contain a miracle-mint essence de- 
veloped at a great university to im- | 
prove nature’s finest tobaccos.” A | 
note adds that Juleps should not | 
be confused with “menthol - tasting | 
cigarets.”’ | 

Copy will appear every four | 
weeks. 

For Kentucky Club tobacco, 
will use a full-page, four-color in-| 
sertion in the Dec. 15th issue of | 
Life, supplementing the current 
campaign in The American Weekly, 
Farm Journal & Farmer’s Wife 
and Life. Before the start of the 
current promotion in July, Ken- 
tucky Club had _ been advertised | 
almost exclusively in network radio 
since 1934. 

H. M. Kiesewetter Advertising 
Agency directs the Penn account. 


Production Men Elect 


Daniel J. Gorman, production 


Penn | 


manager of Kelly, Nason, has been | 
elected president of the Production 
Men’s Club of New York. Other 
new Officers are: vice - president, 
Rodman P. Caterson, Campbell- 

Ewald Company; treasurer, An- 

thony La Sala, Geyer, Cornell 4 
Newell; secretary, Edward Mante, 

Kenyon & Eckhardt. 


Elects Fretwell 

Horace Fretwell, advertising man- 
ager of Lynch Motor Company, 
Jacksonville, F] a., has been elected 
president of the’ Jacksonville Ad- 


vertising Club. 


00 


KAUFMANN FABRY 


425 S. WABASH AVE. CHICAGO 


‘New fein. ene 


NBC to Unveil 


Station WBYN, Brooklyn, nas New Studios on 
jconcluded arrangements with I) - 
Progresso Broadcasting Service, ‘15th Anniversary 
New York, whereby that organiza- 
tion will conduct all Italian pro-| New York, Nov. 4.—NBC radio 
grams broadcast over the station.) performers who dote on a theatrical 
Miss Hyla Kiczales, formerly gen- | 


eral manager of Station WOV, New 
York, has been appointed to handle 
all Italian programs and sales. 

The station has also received 
FCC authorization to install a new 
transmitter, increasing its power 
from 500 watts day and night to 
1,000 watts day and 500 watts night. 


WOQOXR Ups Power 
Station WQXR, New York, will 
increase its power from 5,000 to 10,- 


Nov. 


studios. 

will also 

versary. 
Complete 


The dedicatory 
mark NBC’s 15th 
with 


of stage action, house lights 
multi-colored stage lights, 
showplace will lend the 


atmosphere will be in their element 
15 when the National Broad- 
casting Company rings up the cur- 
tains on its new Copper and Silver 
program 
anni- | 


the theater-type 
chairs commanding a perfect view 
and 
the new 
illusion of 


the theater 
formance. 

have been 
“live” 


to every broadcast per- Suspends Publication 
New acoustical theories | The Sun Record, Daytona Beach, 
applied to combine a| 'Fla., evening daily, 


audience section with a sci-| lication with its Oct. 31 issue. 
entific radio sound chamber so that 


suspended pub- 


both radio and studio audiences 
will be able to hear perfectly. | 
Studio visitors, intrigued by radio’s | 
mysterious ways, will be able to 
watch the movements of pradiention | 
chief and control engineer in the 


(FOR RUSH or ROUTINE 


You'll find RAitway Express 
transportation service ideal for 


control room, located on the stage. | meeting deadlines. Fast, eco- 
nomical, sure. 
Names K. W. Foster | —And— 


Kramer W. Foster, formerly with | For super-speed use Air Express 


Union Guardian Trust Company, | 3 miles a minute 
Detroit, in the real estate and ad-| 

vertising departments, has been) RAILWA XPRESS 
named promotion manager of | Aseney tne. 


United States Radiator Corporation, | 


NATION-WIDE RAIL-AIR SERVICE } 
Detroit. 


THE 


Second only to water a 


MYSTERIOUS 


1 milk, wine 
Wii had bec 


is the oldest ly 


made wiie. made consistently 


wid oth 
alcohol. 7 hey thought the ) knew % 


dreamed of bacteria, enzymes 


hat made good wile 


ABLOID NEWSPAPERS are like wine in two ops a ge re- 


spe cts: 


They have been made successfully, Nobody 


knows what makes them work. 


really 


There have been theories, of course. Everyone, aware of the tre- 
mendous circulation and power of the tabloids, has his own pet ideas 
of the source of their v irility And, since some tabloids 


are characterized by sensationalism, trivi: lity , and bad taste, most the- 


and strength. 


orists believe that therein lies their power. 


Five years ago, the New York Mirror refused to believe this theory. 
It could not accept the idea that things known to be bad in a full- 
sheet newspaper could possibly be good in a tabloid. So it made a 
daring experiment. Quite deliberate y, it ie out of its paper the 
very things that were sup posed to make it work. Instead, it printed 
the best newspaper it knew how to produce. 
‘bulges.” 


temporary, 


Then came the * \ bulge is the circulation man’s term for 


the sudden, circulation increase that coincides with im- 
portant news, On those days people buy the paper that has the big 
news first or covers it best. When the Mirror tried its experiment, 
it found that it could ‘ 


‘consolidate the bulges.” It kept permanently a 


Peo- 
ple reading the Mirror experimentally suddenly discovered that it 
was a good newspaper. So they bought it regularly. 


large part of the bulge increase. The reason for it was obvious. 


As a result, the 


verage 
and most successfully 
r microcosms that 


aid they made it 


WAY 


in the 


OF WONDERS 


world. Yet until Pasteur, 
for ¢ ountless 


no one knew what 
generations by men who bad never 


ferment the feed on the sugar, and turn it ito 


but they 


vrapes, 


were wrong in their theories. 


Mirror’s circulation has grown by 214,000 in five years. 

Just what has the Mirror done to bring about this change? First, it 
kept the tabloid pace, the tabloid intimac vy; and the tab loid’ s intelli- 
gent use of pictures. Then it became the first New York newspaper 
(and it is still the only New York morning newspaper) to subscribe 


United 
Press, and International News Service. It engaged a large Corps of 


to all three of the le: iding wire services—Associated Press, 


special writers—leading authorities in their fick Is. It handled i its news 


with bee oming dignity and se rupulous accuracy. It pr inted more news 
and better features. And it threw out -definitely and forever—the sen- 
sationalism, triviality and bad taste that were sup posed to turn the 


grape of news into the wine of tabloid success. 


It is impossible to read the Mirror of today without gaining a whole- 
some respect for its clean, intelligent journalism. And it is equally 
to read it without revising 
The growth in the last five years has made the Mirror the 
second largest paper in the country 's largest city and the third largest 
paper in the United States—777,281 daily and 1,484,500 on Sunday. 


sut more than thar, 


impossible preconceiy cd notions of its 


re. ide rs. 


it has formed for the Mirror’s advertisers an ex- 
ceptionally responsive audience —for the woman who will 
change re: iding habits is the sort of alert, open- minded person who 


will change buvi ing habits. 


nan or 


The MIRROR-new york 


THE MAN WHO WILL 


CHANGE HIS READING HABITS CAN BE MADE TO CHANGE HIS BUYING TIABITS 
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Elect R. E. Jones 
Head of Canadian — 
Advertising Group 


Toronto, Nov. 3.—R. E. Jones, 
advertising manager, General Foods, 
Ltd., was elected president of the 
Association of Canadian Advertis- 
ers at the annual convention con- 
cluded here last weekend. He 
succeeds C. R. Vint, of the Colgate- 
Palmolive-Peet Company, Ltd. 

Vice - presidents elected were: 
P. K. Abrahamson, advertising 
manager, the Borden Company, 
Ltd.; R. E. Merry, advertising man- 
ager, Lever Brothers, Ltd.; E. F. 
Millard, advertising manager, Ford 
Motor Company of Canada, and 
John W. Doherty, advertising man- 
ager, Imperial Oil Company, Ltd. 
Athol McQuarrie continues as sec- 
retary-manager. 

At the annual dinner Friday night 
advertising awards were given as 
follows: Gold 
medal to William 
A. Lydiatt, pub- 
lisher, Market- 
| ing, Toronto, for 
= the most out- 
© standing contri- 
bution to Cana- 
dian advertising; 
silver medal to 
J. Murray Gib- 
bon, advertising 
and publicity 
director, Cana- 
dian Pacific Rail- 
way, Montreal, 
for the most outstanding contribu- 
tion by an advertising manager or 
member of an advertising depart- 
ment; silver medal to C. T. Pearce, 
president and general manager, A. 
McKim, Ltd., Montreal, for the most 
outstanding contribution to Cana- 
dian advertising by an agency 
executive; and silver medal to Lt. 
Col. J. B. MacLean, chairman of the 
board and founder of the MacLean 
Publishing Company, Ltd., Toronto, 
for the most outstanding contribu- 
tion to Canadian advertising by a 
media executive. 


John M. Gibbon 


Shifts Ellsworth 


C. K. Ellsworth, formerly man- 
ager of the merchandise - container 
division of the company’s Pliofilm 
sales department, has been named 
to the sales promotion staff of the 


Pliofilm division of Goodyear Tire | 


& Rubber Company, Akron. 


Adds W. M. Giesecke 
W. M. Giesecke, formerly an ac- 
count executive with Ferry - Hanly 


Company, Kansas City, has been 
named assistant to the vice-presi- | 
dent in charge of sales of George | 


A. Muehlbach 
Kansas City. 


Brewing Company, 


T 


FIRST 
IN 5T. LOUIS 


In national spot and 
local commercial 
quarter hour volume. 


ST. LOUIS 


KWK 


Mutual Broadcasting System 
Represented by Raymer 


7 


Choose ‘41 Advertising 
Awards Jury 


John R. Caples, head of copy 
testing department, Batten, Barton, 
Durstine & Osborn, New York, has 
been chosen chairman of the 1941 
Annual Advertising Awards Jury. 

Other jury members are: Joseph 
Alger, Life; Charles T. Coiner, 
N. W. Ayer & Son; Edith B. Ells- 
worth, Roche, Williams & Cunnyng- 
ham, Philadelphia; James L. Fri, 
Toy Manufacturers of U. S. A.; 
H. T. Hand, H. B. Humphrey Com- 
pany; I. A. Hirschmann, Blooming- 
dale’s department store; Malcolm 
MacHarg, McCall’s; Bennett Moore, 
Liberty Mutual Insurance Company; 
H. W. Roden, Harold H. Clapp; 
V. O. Schwab, Schwab & Beatty; 
Walter E. Thwing, president, Wal- 
ter E. Thwing; and Frank MT. 
Tucker, B. F. Goodrich Company. 


Children Flood 
Wabash Railway 
with Requests 


St. Louis, Nov. 6.—A single ad- 
vertisement has put hundreds of 
school children to work writing 
compositions about the Wabash 


Railway—whose trains they may be 
expected to use some day. 

A continuity panel, which ap- 
peared in newspapers in key cities 
along the railroad’s route, tells 
about the plight of a boy faced with 
writing an essay on transportation. 
His father points out that the sub- 
ject pretty broad, and suggests 
that the boy pick something more 
definite, the Wabash for example. 


is 


| was 


The boy writes about the Wabash, 
discovers that the first locomotive 
brought into the Mississippi 
valley on a boat, and wins his 
teacher’s plaudits. The last panel 
in the strip is devoted to the rail- 


road’s offer to supply interested 
children with a kit on Wabash his- 
tory. 

Shortly after the ad appeared, 


requests for the material began to 
pour in on Wabash agents. In reply 
to the inquiries, R. A. Willier, Wa- 


bash advertising agent, sends a 
kit containing an outline of the 
road’s history, proofs of Wabash 


cuts, a booklet of previously used 
continuities, a time table and an in- 
struction sheet showing how to read 
the table. The advertising, he be- 
lieves, builds goodwill for the road, 
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sells the railroad to parents through 
the children, and makes the chil- 
dren prospective future customers 
for the Wabash. 

Gardner Advertising Company 
St. Louis, is the Wabash agency 


| Form Junior Ad Club 
Junior Ad Man’s Club, New 
York, has been formed by a groy 
of young advertising men and 
others interested in retail ad\ 
tising. Robert Rosenbloom, adver- 
tising manager of Jack Hartblay 
New York, resident buyer, has kb 
named head of the organization 


Moves to New Offices 

Brobuck, Inc., maker of pictur 
ized presentations, has moved to 
new offices in the Boulevard bidg., 
Detroit. 
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The Human Side of 
the Pawnbroker 

A look at life from behind a 
pav nbroker’s counter is given in 
an article in the November issue of 
Nat'on’s Business, written by one 
of these “Everybody’s Uncles.” That 
rather furtive looking individual 
who just left the shop was a ticket 
speculator, he explains in describ- 
ing some of the _ patron - types. 
There’s a big fight on next week 
and he borrowed $200 on his wife’s 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 
RALPH O. McGRAW 


diamonds to use as working capital. 
Last week a “sleeper” came in. A 
“sleeper” is a customer who leaves 
his goods in hock year after year. 
This one was a wealthy man with 
“income tax troubles.” He has kept 
his jewelry in hock for nearly five 
years, perhaps in order that he may 
plead poverty to the internal reve- 
nue inspectors by exhibiting 
pawn ticket. 

The pawnbroker is not the cold- 
hearted individual that he is usually 


his 


painted, the writer asserts. Senti- 
ment, he says, actually plays a big 
part in valuation for loan purposes, 


and that’s why the pawnbroker 
often will lend more on old than 
on new articles. A loan on an 


engagement ring or a watch handed 
down from father to son may be 
safe for more than the resale value 
of the pledge because the customer 
will be back to redeem it. 

The pawnbroker 
cerning man and a_ student of 
human nature, according to the 
article. A widow comes in with a 
sad story and a wedding ring she 
says cost her husband $25. The 
pawnbroker knows the ring is 
brass, but he keeps the dead hus- 
band’s secret and makes a “senti- 
ment loan.” Strictly business on 


also is a dis- 


his part; the sentiment is the cus- 
tomer’s. 

In New York's Harlem, the writer 
relates, hundreds of washboards are 
pawned over the week end. They 
might bring three cents apiece if 
it became necessary to sell them, 
but the pawnbroker’s standard loan 
is $1. He knows the women will 
be waiting at his door on Monday 
morning because these articles are 
their implements of trade. 

And that may be a new picture 
of the procession which comes and 
goes under the three balls 
the oldest of advertising signs. 


The Use of Tests in 
Selecting Personne’ 

With the growing use of tests in 
the selection of office and factory 


one of | 


ai ap Com misery 


ee ty p, ‘ 


atates, 


In the December Issue of Pencil Points will appear the first and exclusive pres- 
entation of designs prepared for one of the greatest projects being carried forward 
under our National Defense Program ... the military bases of the far-flung Carib- 
bean area. Illustrated by a portfolio of perspective drawings by the distinguished 
delineator, Chester B. Price, this 10-page discussion of the design problems 
encountered by Caribbean Architect-Engineer, will be of top-ranking interest 
to the 14,746 professional subscribers to Pencil Points (the largest architectural 
audience in the United States.) 


Construction for defense— buildings for the whole vast program of new factories, 
new Army bases, new housing projects—is largely in the hands of professional 
architects: private, government, industry. Thus the architectural profession 1s 
more than ever your important source of sales. But it is even more: it is tomorrow's 


anchor to windward. Advertising to the architectural profession mow 1s insurance 


against the costly re-shuffling of buying habits. Advertising mow is insurance against 


the postwar scramble which must inevitably come. 


Please remember this in your re-valuation of architectural magazines: Only 
Pencil Points reaches both the architects of today and the architects of tomorrow. 


Only Pencil Points gives you full coverage of architects p/us over 5,000 draftsmen 
and designers—the largest professional circulation in the architectural field—and at 


the low est cost. 


PENCIL POINT 


LARGEST PROFESSIONAL ARCHITECTURAL CIRCULATION 
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personnel there are a few pitfalls 
which should be avoided, according 
to Harold C. Taylor, of Western 
Electric Company, Chicago, who 
writes on “The Selection of Sub- 
ordinate Personnel” in the Novem- 


ber Mechanical Engineering. He 
lists as some of the cautions to be 
Observed in the use of tests, the 


following: 

1. Don’t expect too much from 
tests. Keep in mind that tests will 
not bring about perfection in the 
complicated job of selecting people. 
They will serve only to improve the 
batting average. 

2. Don't allow the use of tests to 
relax the present employment pro- 
cedures, which give heavy consider- 
ation to the judgment of the expe- 
rienced employment interviewers. 
The employment man _ should not 
be made to reject a man just be- 
cause he made a low score on the 
tests. The converse is also true. 

3. Don't devote much time 
to the invention fancy looking 
gadgets. When developed by 
an expert, they are often weak in 
two essentials of any measuring 
device—reliability and validity. It 
is much better to make a_ fairly 
good choice from among those tests 
which have already been devel- 
oped and used under circumstances 
Which appear to be comparable to 
one’s own needs 


too 
of 
not 


4. Don't get involved in the use 
of a large number of tests in the 
employment office. If one chooses 
two or three good tests for one 


occupation, it usually 
the addition of othe: 
ter how relevant 
to will not 
contribution to 
power. Successive 
fourth fifth at 
yield but small additional returns. 

5. Don't give much thought to 
the use of tests in occupations 
where the hiring volume is very 
small Tests offer their greatest 
potentialities under of 
very heavy volume. 

6. Don't try to install a test pro- 
gram without technical assistance 
from someone who has had expe- 
rience in that field. There are spe- 
cial statistical techniques which are 
not exactly the same as those com- 
monly used in solving business or 
engineering problems. And _ there 
are matters of interpretation or test 
results, on which one may easily 
go astray. 


happens that 
tests, no mat- 
they may appeal 
much added 
the predictive 
tests after the 
least, usually 


be, make 


or 


conditions 


Brewery Joins ANA 


Goebel Brewing Company, De- 
troit, has been elected to member- 
ship in the Association of National 
Advertisers, New York. Charles E. 
Carey, Goebel’s general sales man- 
ager, will represent the company in 


the ANA. 


Shifts G. H. Moore 

Typographic Service, Philadel- 
phia, has transferred Gilbert H. 
Moore to Rapid Reproduction Serv- 
ice, a Philadelphia subsidiary. Mr. 
Moore will be manager of the sub- 
sidiary. 
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“That Baskin-ized Man” 

To the Editor: The enclosed series 
of Baskin ads has evoked so many 
favorable comments that I thought 
you might be interested in seeing 
them. Wallie Brooks, formerly of 
the Tribune and now the new 
advertising manager of the new 
Chicago morning newspaper, told 
me several weeks ago that he has 
had a number of men mention this 
campaign to him. 

As far as I know, we are the only 
men’s store in the country running 
a humorous panel that has the same 
character in it, and with the con- 
tinuity that this panel, “City 
Doings,” has. 

As you may know, Baskin does 
not spend as much in newspaper 
advertising as the other 
stores, nor are we as well known 


Marshall Field’s Men’s Store, etc., 
which are more than 50 years old, 
In addition, these stores register 
their names more often and 


tising of women’s apparel, mer- 
chandise which we do not sell. 
Consequently, we believe that the 


the name Baskin registered in the 
public’s mind more effectively than 
we would expect from a more con- 
ventional use of space. 

This series is also trying to regis- 
ter the impression that Baskin is a 
style store and that “Baskin-ized”’ 
men are the best dressed men in 
town. 

Ep GROSSFELD, 

Advertising Manager, Baskin, 

Chicago. 


vv? 
Oversold; Opens New 
Institutional Campaign 

To the Editor: We believe the 
readers of your publication may be 
interested in knowing how the 
Keasbey & Mattison Company, 
America’s asbestos pioneer, is put- 
ting advertising to work at a time 
when it is unable to supply many 
of its industrial materials to cus- 
tomers in non-defense industries. 

Attached herewith are reprints of 
the first two advertisements in a 
new institutional series we have 
prepared for the company. These 
advertisements are scheduled to 
appear in Time, Newsweek, Busi- 
ness Week and a list of eight indus- 
trial trade publications. 

While nearly all industrial adver- 
tisers, who are now in an oversold 
condition, have taken to institu- 
tional advertising to let their cus- 
tomers know of their situation and 
policies, we believe that this new 
K & M series is unique in that it is 


designed to create a closer rela- 
tionship between K & M and its 
many customers by encouraging 


them to work hand-in-glove on the 
whole question of product develop- 
ment. The advertisements do their 


men’s | 


as stores like The Hub, Rothschild, | 


in | 
larger space because of the adver-| 


“Baskin-izing” idea, especially as 
dramatized by “that Baskin-ized | 
man” in “City Doings” is getting 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


BASKIN-IZED 


cirt perees wn nd cirt seimes 


ch 
tee | 


It's BROWN for town! 
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TRIPLE TEST worsteDs *"4Q 


i 


This pair of ads for Baskin, Chicago 

men's store, is typical of the series fea- 

turing a humorous panel using the same 

character, a Baskin-ized man, i.e., one 

who has learned "the art of dressing to 

enhance your appearance at no increase 
in your budget." 


part in this program by encourag- 
ing K & M customers to send in any 
problems that might be solved by a 
new application of asbestos. These 
problems are turned over to the 
K & M research laboratories as they 
are received. 

To back up the advertising, K & 
M has expanded the operation of 
its research laboratories so that all 
suggestions coming from customers 
can receive prompt and thorough 
attention. In addition to this, all 
K & M salesmen are being supplied 
with portfolios containing the fol- 
lowing items: 1. a statement from 
Mr. Muehleck, president of K & M, 
regarding K & M’s policies for the 
duration of the national emergency; 
2. reprints of the complete series of 
new institutional advertisements; 
3. questionnaires for K & M custom- 
ers that will allow them to partici- 
pate in the development of new 
products. 

The K & M salesmen are expected 
to go over these portfolios with 
every customer they call on, so that 
every customer will know exactly 
what K & M doing to provide 
better, more complete service for 
them when normal times return. In 
other words, during the present 
emergency, the facilities of K & M’s 
sales, advertising, and research de- 
partments have been dedicated to 
the one purpose of developing new 
and better asbestos products for the 
future. 


is 


Beck, 
Philadel- 


GeorceE D. 
Geare-Marston, Inc., 
phia. 


All THE LIGHTS HAVE NOT GONE OUT 


HEASBEY & MATTIISON <> 


OVERSOLD—BUT STILL ADVERTISING 


Lt rheupps we con! jee the fac for Me bree 


a 
REASBEY & MATTISON cM 


/or two who regularly panned bad 
media advertising, and regularly 
praised the good, wouldn’t it help 


plain trash? 
BURTON SCHELLENBACH, 
Copy Chief, Horton - Noyes 
Company, Providence, R. I. 
[Editor’s Note: The Modern 
Magazines’ copy, headlined “Easy 


'Media-Promotion Copy 
Gets Pulled Apart | 


To the Editor: Enclosed are two 
rare breaths of pure oxygen lifted 


from a lot of CO, in your issue of bonus circulation,” tells with a| 
Oct. 20. | Series of 11 cartoons and cap- 
To my mind, the man who con-| tions how defense building has 


boosted employment, raised pur- 
chasing power and sent a “rush of 
Doakeses to newsstands” 
result that Modern Magazines’ Sep- 
tember circulation bonus was the 
greatest in history. Station WABC, 
New York, limited its illustrations 
to two photographs of rippling 
water, with a center panel of copy 
telling about its man-made island 
in Long Island Sound where its 
new 50,000-watt transmitter has 
been erected. At least a mile of 
salt water surrounds the island on 


ceived the Modern Magazines ad- 
vertisement, and—bless our souls— 
carried it through in the same slan- 
guage that he originally wrote it, 
deserves some kind of a decoration 
with at least two palms. 

The WABC piece is a triumph of 
an entirely different kind. Free- 
wheeling copy — the kinc that 
creeps up on you and does 2 selling 
|job. Entirely without fa’ are or 
42 pt. 


The reason for all this ¢ ‘Nusiasm | 


eliminate a lot of stuff that is just | 


way to reach an all time high in| 


with the | 


—— 


‘Leighty Joins B-S-H 
| Fred T. Leighty, formerly with 
| Sherman K. Ellis & Co., Chic go 
has joined Blackett-Sample-Him- 
| mert, Chicago. 


wit 


| qrov, Ss” : 


is just plain reaction fron the aver- * ear ane Bae: tis 
age media-promotion dvertising. all sides, giving the station’s _— 1000W 9BOKC bi 
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THE WEEKLY PICTURE NEWSPAPER 


¢ : 


The most vital publication 
in the supplement field 


N four short months, the 
circulation of PARADE has 
jumped from absolute zero to 
a figure approaching the mil- 
lion mark, 
This is dramatic proof that 
publishers see in it the vitality 


zines... a vitality which gen- 
erates the maximum reader 
interest from cover to cover, 
for advertising as well as 
editorial content, and has re- 
sulted in an increased circula- 
tion for every newspaper 


of successful picture maga- distributing it. 


July I. i” il eee 0o 


Akron Beacon Journal Detroit Free Press 


Bridgeport Post Nashville Tennessean 
Chattanooga Sunday Times Newark Star Ledger 


“A.B.C, 


3-31-41 


CIRCULATION 
Nov. 1. 1941... 85 1.756* 


Peoria Star 
Washington Post 


Winston-Salem Journal & Sentinel 


Plus Chicago (Circulation Unannoun: ©) 


These two ads are the first two of a new series inviting users of Keasbey & 

Mattison Co. products to cooperate in preparing for normal times. The series, 

starting this month, will appear in Time, Newsweek, Business Week and eight 
industrial publications. Geare-Marston, Inc., is the agency. 


PARADE PUBLICATION, Inc. 


Chrysler Building, New York City 
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House Group Okays 
Four A’s Changes 
in Price Bill 


Protection 
tising Written 
Control Measure 


Into 


Washington, D. C., Nov. 


of Adver- 


_ s with the processing, distribution, | 


j}authority to 


| were the only exception to this 


require 
either buy or sell 
under price control. 


licens 
licenses, to | E. Aveyard 
Publications 


"Made Partner of 
in th iginal bill, but th om- | 
pea baer pet ple Png Prot, Hays MacFarland 


licensing plan Chicago, Nov. 7.—A. E. Aveyard, 
enforcement. |in retirement since 1939 after many 
One definition in the original| years as one of the country’s lead- 


as unnecessary for | 


|version which the committee did ing advertising 
not change and which might be | men, has joined 
used to include advertising under | Hays MacFar- 


| Price regulation is that of the word 
“commodity,” defined as including | 
“services rendered in connection 


land & Co. as a 
partner and vice- 
president. The 
agency name has 


| ciates, M. 


| 
| 


| Mr. 


ertising fared rethar coh os the | Storage, installation, repair or ne- been changed! 
ver ef the Mouse banking and gotiation of purchases or sales.” to. MacFarland, 
— : one ‘ gen Boye The bill faces a fight in the Aveyard & Co. 
on - “0 "se 2 tio hich House. Opponents claim that in- No change in 
— po pw i to 7 od stead of controlling inflation it present executive 
i. 1 bill i acne See cane 'abets that condition because of the personnel of the 
Cc i , ae 7 . 


Section 2 (d) of the original bill, 
H. R. 5479, was amended in com- 


mittee along the lines suggested by | 


the American Association of Adver 
tising Agencies. The word “adver. | 
tising’ still does not appear in the 
pill, but the provision which would 
have e 
“regulate or prohibit... 
marketing practices’ was dropped 
and a phrase intended to protect 
advertising was added. 


The amended section now reads: 


“Whenever in the judgment of the | 
is necessary | 


President such action 
y proper in order to effectuate the 
purposes of this Act, he may, by 
regulation or order, regulate or pro- 
hibit, with respect to any commod- 
ity, speculative or manipulative 
practices (including practices relat- 
ing to form or quantity), or hoard- 
ing, which in his judgment are 
equivalent to or are likely to result 
n price increases inconsistent with 
the purposes of this Act; Provided, 
however, that the powers conveyed 
in this Act shall not be used or 
made to operate to compel changes 
in the business practices or cost 
practices, or the methods, means, or 
iids of distribution established in 
ny industry, except to prevent the 
circumvention of any 
eiling established in this Act.” 


Change Amendment 


The proposed amendment of the 
Four A’s 


which was accepted in 
principle but altered in language 
read: “Provided, however, that 


nothing in this Act shall authorize 
the President to compel changes in 
the normal methods of distribution 
now or hereafter established in 
industry which would have for its 
effect curtailing the services ren- 
dered by advertising, except in such 
vases where advertising has been 
willfully used to evade the purpose 
f this Act.” 


any 


mpowered the President to} 
selling or | 


Committee alterations in the pro- | 


posal submitted by the administra- 
tion also included scrapping of the 


Here are 3 FREE Booklets 

that will Help Make Your 

Business Paper Advertising 
More Effective 


“HOW TO HELP YOUR CUSTOMERS 
AND PROSPECTS” 


A Guide Book for Business Paper Advertisers 
— +4 pages of actual examples of he rw 

lvertisers are meeting situations sim- 
har to yours today in their business paper 


py. 


“WHAT TO SAY IN YOUR BUSINESS 
PAPER ADVERTISING TODAY” 


A ot vl Booklet and Wall Chart. An anal- 

classification of the sales appeals 
ring ved by 70 repre sentatin e advertisers 
© hel meet Industry's “12 Most Pressing 
Prot s based upon a study of 5,000 
indiyy 


al business paper advertisements, 


“THE NEW ACCENTS IN 
INDUSTRIAL ADVERTISING” 


Yelvot | e Analysis of New Advertising Trends. 


ling industrial advertisers “wrote” 

age booklet. It pictures the change 

 Odj-ctives brought about by today’s con- 

“ition. and states clearly, in a “Blue Print 

* A Chart,”’ just what course these 
a ertisers propose to pursue. 


THEY °E FREE! Write, on your letter- 
id, for your copies now. 


McGRAW-HILL PUBLISHING CO., Inc. 
330 West 42nd Street, New York, N.Y. 


| generous treatment 


| it is not expected that any of these 


accorded farm 
prices. One spokesman claimed the 
committee “emasculated” the bill. | 
| Some changes through floor amend- 
|ments are regarded as certain, but 


agency is con- 
templated, ac- 
cording to to- 
day’s announcement. The ownership 
and management of the agency has 
for a number of years rested with 
Mr. MacFarland and his two asso- 


A. E. Aveyard 


will deal with advertising. 


| Batten, 


A. Jennings, executive 
vice-president, and A. B. Dicus, 
vice-president and account execu- 
tive. These three principals, with | 
Aveyard, will continue to direct 
the 12-year-old organization. 
Beginning his advertising career 
in Detroit with the Campbell-Ewald 
Company, Mr. Aveyard organized 


the field service department of this | 


organization. He served as man- 
ager of the agency’s Dayton branch 
and as account executive on 
General Motors units as Frigidaire 
Delco-Lite, Ethyl gasoline and Gen- 
eral Motors Research Corporation. 
He joined Lord & Thomas in 


such | 


| 


| 
| 


| 


1925 as executive on the Studebaker 


account, 
executive 


subsequently 
vice - president in 
home office in Chicago. He 
was a member of the 
directors. While with L & T he 
handled such accounts as Colgate- 


also 


Palmolive-Peet, Pepsodent, Kotex, 
Kleenex and Quaker Oats. He be- 
came vice-president and general 


manager of the Chicago office of 


Barton, Durstine and Os- 


board of | 


becoming | 
the | 


born in 1935, being elected to the 
board of directors in 1936. He re- 
signed from BBDO in 1939, remain- 
ing in an advisory capacity only. 


K Billevie 


tN 


is a symbol of American life in its 
most satisfying mood. Modernized 
rooms at reasonable rates . . 
ditioned restaurants . . 


. aif-con- 
. new popular- 
priced Coffee Shop serving all meals. 


BELLEVUE 
STRATFORD 


PHILADELPHIA 


One of the Few Famous 
Hotels in America 


CLAUDE H. BENNETT, General Manager 


Birds of a feather and stuff 


Glancing at our current list of national spot 
accounts, we’re forced to agree that birds of 
a feather do flock together—and we do mean 
flock. Unanimously, it seems, America’s big- 
gest and smartest spot radio advertisers are 
buying KMBC. Literally in droves, they’ve 
moved in to enjoy KMBC’s intensive and 
efficient salesmanship in this vast Missouri- 
Kansas area. So that now— 


KMBC CARRIES MORE NATIONAL SPOT BUSI- 


NESS THAN ANY OTHER STATION 


IN THE 


KANSAS CITY AREA—MORE BUSINESS IN HOURS 


AND MORE BUSINESS IN DOLLARS! 


AND ONLY ONE OUT OF EVERY FOUR NATIONAL 
SPOT ACCOUNTS ON KMBC IS NEW TO THE 
STATION—ALL THE REST ARE RENEWALS! 


We're proud of the number of national spot accounts on KMBC. 


We're prouder still of the quality of these accounts. And by 


delivering results to one and all, we intend to make sure the 


wise birds of advertising continue to flock together on KMBC. 


KMBC of Kansas City 


Free & Peters, Inc. 
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Defense Needs Push Spokane | 
usiness Up on Alll Fronts 


Diversity of Products. 
Boosts Inland Empire's 
Commercial Tempo 


BY G. J. KIRKPATRICK 


Spokane, Nov. 6.—yYou cannot 
know Spokane—not even from a 
defense angle—unless you know} 


her neighbors. Few cities are simi-| 
larly located. 

Between the Rocky Mountains on 
the east, and the Cascades on the 
west, lies a vast intermountain ter- | 
ritory stored with raw materials 
that are precious beyond price to a 
nation arming for defense, and of 
this region Spokane has long been 
termed the commercial capital. 

On one hand there are important 
stands of commercial timber; close 
by are some of the nation’s most 
important mines; touching the city 
limits on the south, is the Palouse 
wheat belt, yielding annually one- 
twelfth of the nation’s crop; and at 
Spokane’s western gate is Grand 
Coulee Dam. No city in this posi- 
tion could give a picture of its! 
defense industries without including 
its close surroundings in the photo- 
graph. 


Power an Important Factor 


Power for defense! Electricity to 
produce a hundred tons of alumi- 
num per day! The metal for six 
four - motored bombers, for 32 
fighter planes! | 

This contribution to national de- 
fense was made available to vital 
Pacific Northwest industries when 
the world’s largest generator, capa- 
ble of producing 108,000 kilowatts | 
of energy, began to turn at Grand 
Coulee Dam, Oct. 4. 


This giant will send a mass of 
power, sufficient to meet the de- 
mands of an _ industrial city of| 
200,000 people, traveling through 


the lines to the manufacturers who | 
for months have shouted, “Give us| 
more power.” 

Three years in the making, the| 
machine will generate a third more 
power than any hydro-electric gen- | 
erator now in operation. It goes| 


into action about eight years after | 


construction of Grand Coulee Dam 


was begun, and 1'% to 2 years ahead | 


of schedule. 
More to Come 


The total is only about one-third 
of that which will be required to 
fully develop the various power and 
irrigation features of the Columbia 
Basin project. The dam, dominant 
structure of the undertaking, is 
now more than 99 per cent com- 
pleted. 

Much of this labor was expended 
throughout the nation in 
materials and machines for Grand 
Coulee, but from 1933 to Oct. 1, 
1941, more than 56,000,000 


up - up - UP 


Month after month, Con- 
necticut’s Effective Buy- 


Income shows 4 


ing 
greater increase—higher 
than any state in the 


U.S.A. (Sales Manage- 
ment's report.) Use 
WODRC in Hartford, and 
take full advantage of 
your sales opportunity 1" 
Connecticut's Major 
Market. 


gasic CBS For connecticut 


making | 


man- | 


hours were worked 
construction. 
Employes of the Bureau of Recla- 


mation and its dam site contractors | 
| have earned more than $52,000,000 
in wages. Since Consolidated Build- | 


ers, Inc., the present contractor, 
began the big job of completing the 
dam on the foundation built by the 
previous syndicate, the Mason - 


at the site of| 


than $1.10 per hour. Spokane was 
the nearest large city in which the 
spending of these wages was possi- 
ble and the favorable effect has! 
been apparent in retail and whole- 
sale volumes. 

Freight and Mining Help 


Freight is 
town where 


moving in this 
transcontinental 


also 
five 


are longer and more heavily loaded 
than in many years. Increased 
lumber shipments called for by 
national defense orders account for | 
a large part of this added tonnage. | 
Lumber mills (and there are sev-| 
eral big ones within the city itself| 
and equally important ones in 
closely adjacent territory) are run- 
ning to capacity. So likewise, are 
railroad shops located here. 

Money from the Coeur d’Alene, | 
Idaho, mining district, just across 
the state line from Spokane, gave | 
the city its first start when in pio- | 
neer days miners from that region | 
demanded a sawmill be built at the 
falls of the Spokane river that it} 


a 


Income from this source has ¢ ’n- 
tinued of first importance and ith 
metals required above all else, the 
national defense program has jp. 
creased this revenue for Spokane 

The Coeur d’Alene mining region 
has the first, third and fifth la Zest 
lead producing mines in the U ited 
States, and the largest silver mine 


| in the world. Close by also, are de. 


posits of magnesium, manganese 
chromium, and aluminum, per 
and antimony — strategic mineral¢ 


all. 
Farm Implement Sales U) 
“The biggest year we've eye, 
had—far and away the bigge-:,” j. 
the comment of the dealers i; 


arm 


| 


ABOVE—At Spokane's 
Geiger field, where $5,000,000 
is being expended for army 
aviation. 


RIGHT—Spokane's forest 
products are big factor in 
the U. S. Army's building 
program. 


oP OHA 


Walsh-Atkinson-Kier Company, the! railroads intersect. Trains rolling | might fashion boards from which| implements who maintain plavits jp 
| average pay has never been less! east from Spokane over the Rockies| they coulda build houses. | Spokane. Their volume of tride jg 
Sti 
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_ ABOVE—Construction on 
No. 10 near Coeur d'Alene, Idaho. 


ABOVE—Grand Coulee dam geared to produce more and more 
power for the arsenal of democracy. 


Defense highway 
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always a good barometer of the 
state of the agricultural areas round 
about. These areas now are gearing 
prod iction to the country’s mount- 
ing demands. 

For five years eastern Washington 
wheat farmers have been favored 
and fortunate, but the 1941 crop (in 
spite of some loss late in the season 


due to unusual rains) led all the! 


rest. Wheat storage space is at a 
premium. Almost every village has 
qa new grain elevator this fall and 
wheat is stacked in sacks on the 


farms, and occasionally it is even | 


stacked in great piles in the open. 
Yes, food for defense is important 
business here where wheat and 
peas and fruit are grown. 

To narrow the lens and focus 
directly on military defense proj- 


SPOKANE BUILDS HOMES FOR AIR FORCE OFFICERS 


The Army's Second Air Force has its headquarters in the Washington city and 

these new houses were erected especially for non-commissioned officers of the unit. 

Being in an important defense area, Spokane has witnessed marked activity in 
the field of home construction. 


|; departments. A repair dock with) 


ects in Spokane, we see a picture of 
aviation. It highlights and over- 
shadows all else. 

When news flashed across the 
nation a few weeks ago that the 
United States Army’s $20,000,000 
Repair and Maintenance Depot fo: 
the air force was to be built at 
Spokane, business men agreed that 
“Spokane had hit the jackpot.” 


This is not a purely defense proj- | 


ect, but a permanent enterprise that 
will continue after the present 


emergency passes. It will employ | 


about 5,400 workers and bring an 
$8,000,000 payroll. The Depot will 


occupy a 1,500-acre tract, and con-| 


struction will start immediately. 
Concrete and steel buildings will 
house the huge repair and supply 


BELOW—Inspecting group at planes. Spokane 
becomes skyways center for air traffic to Alaska 


and all the West. 


OVER $75,000,000 BEING 
SPENT IN THIS DISTRICT ON 


Army Air Ports, Army Air Depot, Munition 
Dumps, Power Lines and Defense Highways 


Spokane and its Inland Empire have completed, under way 
or approved national defense projects representing an expendi- 


ture of over $75,000,000. 


The nation is divided into four air corps districts. Spokane 
has one of them with supervision over 11 western states. 

\ great army air depot is soon to be built just west of Spokane 
at a cost of $20,000,000 and providing warehouse facilities for 
a $30,000,000 stock of airplane and motor parts. 
£000,000 for a new aluminum plant 
in Spokane. Washington has approved a magnesium plant here. 

\rmy air ports dot the Inland Empire. 
defense highways and power lines is being rushed. New defense 


The REC has set aside $7 


projects are in the making. 


In addition to all this the Spokane area is feeling an insistent 
demand for its magnesite products, for its lead, zinc, copper and 


BELOW—Smelter 
Bunker Hill & Sullivan mining operations. 


Construction 


EVENING 
Combined Daily Circulation Over 120,000 . 


other buildings for 


BELOW—Northwest Magnesite’s plant, Che- 
welah, Wash., which utilizes huge deposits of 
magnesite for national defense. 


Map above shows the geographical location 
of the Spokane Market— 
HEART OF THE PACIFIC NORTHWEST 


other metals, which has brought activity in the mining industry 
to a new high. There is keen demand for its lumber and lumber 
products, its wheat, wool and other farm crops; while Grand 
Coulee dam is rapidly developing into the country’s greatest 


source of electric energy. 


Jecause of all these factors Spokane and tributary territory 


are enjoying a great upward surge of widely distributed pros- 


perity and spending power. 


Conditions are exceptionally 


favorable for advertising and sales endeavor. 


. 81.24% UNduplicated 


Advertising Representatives — JOHN B. WOODWARD, Inc.— New York-Chicago-Detroit-Los Angeles-San Francisco 
Color sec indi Spokesman-Review Magazine and Comic Sections — Newspaper Groups, Inc. 


OVERFLOW 


Grain elevators and warehouses in east- 

ern Washington are filled to capacity 

and in some places, as in this view, bulk 

grain is temporarily piled up on the 
ground. 


eleven acres under one roof will be 
the principal structure. Immense 
electrically-operated doors will ad- 
mit the army’s largest bombers for 


| servicing by a crew of expert tech- 


nicians who will be Spokane resi- 
dents. Airplanes will be completely 


| disassembled for periodical over- 
| hauls. (Production line methods 


will be used in re-assembling the 
planes after the reconditioning 
process). 


Means More Spending 


Army air bases throughout the 
entire Northwest and Alaska will 
be serviced by this Depot. They 
will depend on the technicians and 
mechanics who will live in Spo- 
kane, to keep the planes flying. 

On the basis of the $8,000,000 
payroll which will be brought to 
Spokane by the new Air Depot the 
city looks forward to $1,600,000 per 
year in new rent rolls; $3,040,000 
per year in new sales of food- 
stuffs, groceries, meats, vegetables; 
$1,040,000 per year in increased 


| sales in clothing; $480,000 per year 
iin gas, coal, electric light: and $1,- 
840,000 per year in increased sales 


in automobiles, radios, furniture, 
insurance, etc. 

Selection of Spokane as the loca- 
tion for this mammoth project was 
preceded by the designation last 
year of this city as headquarters for 
the Second Air Force, embracing the 
states of Washington, Oregon, Idaho, 
Montana, Utah, Wyoming, Colorado, 
North Dakota, South Dakota, Ne- 
braska and Kansas. In addition, it 


| is base for the Fifth Bombardment 
| squadron. 


Geiger Field Boosts Building 


To accommodate these air units 
a super airfield has been con- 
structed—Geiger Field—on which 
several million dollars has already 
been spent, including the barracks 
and hundreds of buildings required. 

In addition, $700,000 was allo- 
cated for a housing project within 
the city. One hundred and sixty 
individual homes have just been 
completed and will be occupied this 
month by Geiger Field’s noncom- 
missioned officers and their fami- 


| lies. Each house is oil heated, each 


equipped by the government with 
electric range and electric refriger- 
ator. The occupants will purchase 


QUALITY PLATES 
/ 


. 
AMKCHICE UIC. 
PHOTO ENGRAVERS 
547 S CLARK STREET 
CHICAGO, ILLINOIS 
WABASH 6284 
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and supply the rest of the furniture. 

Commissioned officers drawn here 
by the air service are finding homes 
throughout the city. They add to 
the demand that has pushed Spo- 
kane’s home-building program to a 
fast pace. Building must soon be 
greatly augmented even beyond this 
level to care for the families that 
will come as a result of the Air 
Depot construction and operation. 
Government experts have advised 
the city that 2,000 more homes at 


least will be needed. 
Spokane is not having a _ wild 
defense boom—and business men 


here feel there is cause for congrat- 
ulation in this fact—but it has been 
given an important place in all 
future air development of _ the 
Northwest and Alaska. It also finds 
business quickened and certain to 
become more so because of its for- 
tunate position in a region produc- 


DEFENSE WORK KEEPS LUMBER MILLS HUMMING - 


ing many and vital materials and| 
| National defense orders are keeping the lumber mills of Spokane working to 


supplies. 


| capacity. 


The large mill shown here is located within the city limits. 


Tell Your Story 
NEW HAVEN 


1 
3 
MILLION PEOPLE 
RESIDE IN 


“REGISTER City” 


*The Territory 
Completely Covered by the 


ew Haven Register 


Write for Color Brochure 


Canners Association 
Issues Labeling Book 


| “Canned Food Labels That Meet 
|Consumer Needs” has just been 
published by the National Canners 
| Association, Washington, D. C. The 
| booklet, which was written’ by 
Happer Payne of the association’s 
staff, is designed to provide a brief 
resume of federal laws and regula- 
tions governing canned food labels, 
and a description and analysis of 
grade and descriptive labeling. 

The booklet reflects the associa- 
tion’s belief that descriptive label- 
ing serves a more useful purpose 
than grade labeling, a conclusion 
reached after both systems are 
explained and discussed. 


R. P. Brown Joins Bijur 

Roland P. Brown, formerly 
eral sales director of the marketing 
division of R. L. Polk & Co., New 
| York, has been named manager of 
the merchandising department at 
George Bijur, New York. The 


gen- 


agency recently leased additional 


space at 9 Rockefeller Plaza. 


nl SRA 


" CLEAR CHANNEL 


WATTS 


SAN ANTONIO 


tect 


NBC AFFILIATE 
MEMBER TQN 
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arc. 


ee 


2 Tyre eS 


THE PREREQUISITES OF RESULTS 


Sales Up: Hanovia 
. Starts Drive for 
Home Sun Lamps 


New York, Nov. 5.—With the 
need for combating “sun starva- 
tion” as the keynote, 
Chemical & Mfg. Company has 
launched the annual campaign for 


| the 
| County 
| A blending plant was erected to in- 


Full Fleischmann 


Line of Liquors 


fo Be Promoted 


New York, Nov. 4.—With a com- 
plete line of liquors for the first 
time since repeal, Fleischmann Dis- 


a 
— 


WLW to Launch 


New Premium 
Testing Service 


Cincinnati, Nov. 6.—Station WLw 
will inaugurate a premium te ting 
service for both network and spo} 
advertisers on Nov. 15. The testing 
panel will be drawn from the Con. 
sumer’s Foundation, and premiums 


ce : ; ; tested will have a seal made ; vajj. 

tilling Corporation will launch a| able for use in publication 
A , é adver. 
magazine and newspaper campaign | tisin er 

Dec. 15 for its “Three Champions,” | pol station's formal anc 
including Fleischmann’s gin and| ge agp RB trp snc roe 
two new whisky brands ment of the service notes thit the 

ee es esti ri > option: or 
Completing a program of expan- testing will be optional for spon 
when it took | 50'S of regular programs and man. 


sion begun in 1938, 
over Black & White Scotch whisky, 
Fleischmann now has a line cover- 
ing the most important types and 
price ranges. Pilgrim New England 
rum was added in 1939, and in 1940 
company acquired Daviess 
Distillery, Owensboro, Ky. 


crease production of blended whis- 


| kies. 


| process of distribution, 


The two new brands, now 
are Fleisch- 


mann’s Bond, a five-year-old bot- 


| tled-in-bond bourbon, and Fleisch- | 


| mann’s Preferred, 
| described 
Hanovia | 


its Alpine home sun lamp in news- | 


papers and magazines. 
a 200 per cent increase in sales as 
a result of the 1940-41 promotion, 
the appropriation for the 


Following 


current | 


campaign was boosted 35 per cent, | 


and sales for this season are already 
estimated to exceed last year’s. 
“Sun starvation” was chosen as 
the theme after a test in two inser- 
tions in February issues of Time. 
Magazine and newspaper 
plays up this 
vation” as a danger easy to avoid 
by taking regular sun baths. Execu- 


tives, office workers and _ babies, 
lamong others, are pictured as 
| sufferers who do not realize the 
need of sunshine throughout the 
winter season. 

Copy explains 


as “simply a lack of a 


during the winter when the 
giving ultraviolet as in summer it’s 
apt to strike anyone. It’s serious 


ity .. . weakens normal resistance, 
thus paving the way for colds and 


other common ailments.” Such 
headlines as “A million dollar baby 
but starving for sunshine” and 


“Keeping her date with starvation” 
are used to drive home the idea. 
Uses Testimonials 

Six newspapers in Philadelphia, 
Detroit, Boston, Chicago, New York 
and San Francisco are on the sched- 
ule, with occasional insertions fea- 
turing testimonials by Hildegarde 
and Guy Lombardo, among other 
entertainers. On the magazine list 
are Esquire and Life, the latter 
representing an addition to the 
schedule in an attempt to increase 
distribution. Although 
may affect production, the classifi- 
cation of the sun lamp as a health 
item may allow Hanovia to obtain 
| sufficient materials. Continuation 
‘of the campaign through 
will depend on this factor. 

Lloyd, Chester & Dillingham di- 
rects the account. 


‘Kudner Seeks Payment 
for Florida Literature 


Arthur Kudner, Inc., New York, 
and the Florida Citrus Commission, 
have filed suit against Florida 
Comptroller J. M. Lee, to compel 
|the official to pay a bill of $10,796 
contracted by the agency when it 
directed the commission's account. 
The bill is for some 500,000 copies 
of a citrus pamphlet. 

Comptroller Lee contends that 
the state law forbids the payment 
of printing bills to outside firms if 
there are printers in Florida who 
can do the work and make reason- 
able bids. The agency contends 
that the pamphlets did not repre- 
jsent a printing purchase, but the 
purchase of advertising supplies, 
coming under the advertising rather 


than the printing laws of the state. | 


copy | 
“serious form of star- | 


a blended whisky, 
with Fleischmann’s gin | 
as the “standard bearers” 
line, consisting of two straight and 


in the | 


| premium’s 


| 


of the| 


two blended whiskies, two gins, two | 


rums, one sloe gin and one Scotch. 
Old Medley, acquired from Daviess, 
has been dropped except for sales 
in isolated markets. 


Uses Magazines, Newspapers 


Beginning with a full-page, four- 
color insertion in the Dec. 15 Life, 
followed by full and half pages on 
a regular schedule, the campaign 
will be extended to other magazines 
as distribution progresses. More 
than 200 newspapers will be added 


|at a time not yet determined, and 


| be used. 


| counts — count on 
| with copy 
| tance 
“sun starvation” | for quality and the advantages of 
normal | “shielded flavor” 

amount of healthful sunshine, and | clusive processes. 
sun 
radiates only 1/12th as much health- | 


priorities | 


March } 


Keg 


outdoor posters and displays will 
The campaign will play 
slogan, “Where character 
Fleischmann’s,” 
emphasizing the impor- 
of the company’s reputation 


up the 


resulting from ex- 


L. H. Hartman Company directs 
the entire account. 


because it tends to sap one’s vital- | MBS Sells Stock to 


6 More Member Stations 


Six additional members of the 
Mutual Broadcasting System will 
acquire equal shares of stock in the 
corporation with the three original 
stock-owning members under an 
arrangement just completed. The 
additional shares of capital 
will give them equal participation 
with WOR, New York, Don Lee 
Broadcasting System, and WGN, 
Chicago, in the underwriting and 
management of the corporation. 

The six new _ shareholders 
Baltimore Radio Show; 
Times-Star Company; Colonial Net- 
work of New England; Pennsyl- 
vania Broadcasting Company; 
United Broadcasting Company, and 
WCAE, Pittsburgh. 


are 


datory for direct sale advertisers 


| Premiums to be tested will be syp. 
| mitted to 


the testing pane! ty, 
weeks in advance of the first ap. 
nouncement to be aired, and tester; 
will be asked to evaluate eac}; pre. 
mium in terms of the proposed 
over-the-air offer. 

It is expected that adve 
will appreciate the promotion 
bilities 
ment, 


tisers 
poss). 
of the testing panel endorse. 
and announcement of the 
approval by the pane! 
will not be counted as cOmmercia! 
copy in program continuity. Fo; 
network advertisers, WLW yj! 
make cut-in announcements witb. 
out charge. 


Cancels Savings Interest : 
Pennsylvania Company for Insur- 
ances on Lives and Granting Ap. 
nuities, Philadelphia, has _ taker 
large space in Philadelphia dailie; 


and suburban weeklies to increas ] 
its personal loan business. The I 
campaign coincided with the bank’ 

announcement that no interest 

would be paid on savings accounts d 
In canceling its interest payment v 
on savings accounts, the bank urged F 
patrons to invest in defense bonds ) 
saying that market conditions pre- T 
vented their being able to offer Se 
|similar rates of interest. ‘f 


Correct, and 
from only one 


manufacturer, 


stock | 


Cincinnati | 


That's the amount of nail polish suppl 
to the Syndicate Stores last year by or 
one manufacturer. When selling to a fiel 


of such tremendous buying power y ve 
should not overlook the importance of ) 
trade advertising to that field. ) 
The SYNDICATE STORE MERCHAN P) 
DISER goes to 8242 dime stores doing S 
over a Billion dollar annual business. Its 

total circulation to these stores is 16,28 


Would you like to know more al! 


market? 
Write or « 


n pechaels) : 
SYNDICATE STORE 


MERCHANDISER 


79 Madison Ave, New York 1 


— 


is the ONLY 

single medium 

delivering Florida's 

greatest retail market. 
(Greater Miami Market) 


+ 
Florida's Fastest Growing Market 
(The Palm Beaches) 


AT OnE Low 


SALT WATER 
ROUTE 


AS. 


see 


COST! 
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New Christmas RIBBONS, BOOTS, FLAMES FOR GLENMORE Pepperell to Push Takes Over “Ski 
a " Ski Illustrated, New York, has 
Packages Spark i Buy-Guide with taken over Ski, New York, which 
: , rer 7 had suspended publication. 
Glenmore Drive ‘Life’ Double Page 
Louisville, Ky., Nov. 4.—Glen- Boston, Nov. 6.— Pepperell Mfg. 
more Distilleries will launch na- Company’s Buy - Guide will be the 
tional advertising in six magazines, subject of a double-page advertise- 
in addition to business papers, to ment in Life Jan. 12, the company 
promote its whiskies as Christmas has revealed. Although the infor- iii 
gifts, with a major feature of the mative label had previously been . \ Aer) ||| | 
pro! otion consisting of new pack- introduced to consumer groups and ili SPS utes & 
ages designed for the holiday sea- | the trade in business papers, (Apb- Sass Cyt heart of America’s finest agricul- 
son. VERTISING AGE, July 7) the new pro- Three of the world’s largest packing companies 
Liquor Christmas packages have motion constitutes the first national an eae nore and a0 Som eperating ea 
jong been signalized by red boxes | announcement of the company's en- been received here during the first eight months of 
and sprigs of holly, and Glenmore | trance into the informative labeling a b 0 -dre SS oe ae = hae 
has stepped up the pace with some | field. It will coincide with the Sioux City into one of the most prosperous cities 
unusual twists. Its Kentucky Tav-| January “white sales.” a genre d Sener rae a 
ern whisky, for example, is snug- | The labels are intended to give Sioux City. Thousands of pounds of butter and 
gled in a bright red papier-mache| Ready for the holiday season are these novel gift packages for products of Glen- retailers and consumers authentic Gused ter ireny and cellen oxegiy. town Oty ond 
boot with a cellophane top, tied in| more Distilleries, Louisville, as devised by A. P. Bondurant, advertising manager. | @@ta on the construction, composi- -tecapapt Lpmdpamagghenptn scoop 6 
with a stopper headline “and al] The cellophane wrap (at left) is by Dennison. Pulp Reproduction Co., Milwaukee, | tion and wearability of each Lady qeaiity Castel. That ta theugh te cee of Yee 
Merry Christmas to boot” on the| fashioned the papier-mache boot and Milprint, Inc., Milwaukee, designed the Pepperell sheet. One of the com- Sioux City Journa 
. poot top. Glenmore’s Silver Label candle-package. D'Arcy Advertising Co., St. Louis, is handling promotion of the | pany’s chief claims for the label is abc fount mi! — tan suming ever 
j js packaged in a red candle replete packages in business papers and national magazines. | that the retailer is protected from nd eee seeniee 755°. of Sieur 
with cellophane flame and wax ! | the annoyance and money loss in- Ga a, pom Lape enlig ow eae OY 
drippings. Glenmore Bottled in Advances Ad Rates ‘Moves to New Offices free in the return of sheets by how Sie ast et on “X" cade eo Wie 
Z Bond is more conventional in a A ieeet Wie Wee wifi ad.| Sie sesalins C ae Ut | customers, . snarhel wich il continas to stay atte 
% straight cellophane wrap with a big! ,.. rigs Digest, aa fork, = cro ss or CUnnngnaen ner ern 179 A company publication reported y tong after the war is over 
. red bow. The packages are the vance its advertising rates from cago agency, has move from ‘9! that Pepperell’s insertions in busi- | 
: ; $235 to $265 per page effective Jan.) W. Washington street to 20 N. | aon mek cee dbein webiinn.t < : ras 
work of A. P. Bondurant, Glenmore}, 1942. With the same issue, the) Wacker drive. C. Franklin Brown, | M&S 2he cons ty Poco The Sioux City Journal 
Al advertising manager, who began] magazine will revise its trim size| who has headed his own agency | tions have brought more than 115,- 
Ir aranging the package promotion! from 9” by 12” to the NIAA-recom-| since 1933, has joined the organiza-|900 responses regarding its Buy- | HRGSRRaaag KSC 5000 W atts 
last spring. mended 834” by 115.” format. tion. | Guide from interested readers. Operators of 1360 K.C. 
1. Besides a business paper cam- 
paign, four-color insertions featur- 
ing the holiday packages will ap- 
pear in Collier’s, Esquire, Liberty, 
Life, The New Yorker and Time. “SMOOTH AS STILL WATER” 
I- D'Arcy Advertising Company, St. 
n- Louis, directs the account. 
e! 
es 


x — Eversharp to Contest 


«ff FCC Guarantee Charge 

st Eversharp, Inc., Chicago, has 
its denied charges of misleading ad- 
nt ertising recently made by the 
se; Federal Trade Commission, and will 
ds yppose the allegations at hearings. 


re- The charges are that its copy which PRINTING PAPERS 
that 


er says Eversharp pencils are 
guaranteed not for years, not for | 
life, but guaranteed forever” mis- | 
eads purchasers into believing the | * omen 
saneile are of such superior quality | Give you the beauty of costly printing papers 
that they will last forever without | e e I 
being repaired. ...at the price of ordinary paper! 
In its answer to FTC, Eversharp | 
admitted that a flat fee of 35 cents | 
is charged for all pencils returned 
to its factory but claimed that any 
reasonable person of ordinary in- | 


6 < nomen 


: * 
telligence would not conclude from WITH the development of Levelcoal 
its slogan that repairs would never _—_ ' ce’ thy , 
be needed. Eversharp contended printing papers, there’s no reason why all your 
that its products are guaranteed printed pieces can’t be outstanding. Equally 
forever, within the terms and con- | . : = 
litions stated in copy. important to you is the fact that it’s no longer 


necessary to pay a premium for superior print- 
ing results. By specifying Seeedcoal papers, 
advertisers can now make substantial savings 


i | To Concert Programs | 
Robert Goodfellow, formerly ad- 


‘ ertising manager of National ; be ; m5 
a Sports Publications, New York, has | In printing costs, without Sacrificing quality, 
ined the sales staff of Concert of _ als 

Program Magazines, New York. because Levetcoad printing papers give all the 


beauty of costly printing papers at the price of 
ordinary paper! 

Levelcoat’s supet-smooth printing surfaces, 
achieved through new and exclusive processes, 
help you get sharply-defined type... halftones 
of almost photographic perfection. ..attention- 
compelling color...all the things you need to 
put more “sell” into your printed advertising. 


If small printing budgets have confined you 
to mediocre-appearing catalogs, circulars and 
brochures, you can now inject new life into 
your advertising by stepping up to Zevedcoal 
quality, and do it at little, if any, extra cost. 


CASTLE 
MAKES MOVIES 


Tru fect : d zi 
Levelcoat 


Paper Seeing is believing... Ask your printer or paper mer- 
nai : b. Sir eet, antiinten arene chant for samples of Seeedcoad papers. Or for proofs of 
processes. For high-quality printing. fine printed results, write direct to Kimberly-Clark. You'll 
.* agree that these new-type papers do most for the money! % 
( I Kimfect elle ek npn | 
They are available through your paper merchant. If you : 
e Bn y pap y 
Levelcoal Paper prefer, inquire direct. a 


Companion to Trufect at lower cost. For use 
where quality remains a factor, but less exacting 
printing results demanded. 


i c Multifect KIMBERLY-CLARK CORPORATION 


VA 06. FIELDBLDG. RUSS BLDG. Lovelocal Paper a 


Established 1872 
VHVYORK CHICAGO SANFRANCISCO Where economy counts in volume printing, this 
grode does a splendid job. NEW YORK: 122 East 42nd Street e CHICAGO: 8 South Michigan Ave. 
Prease mane LOS ANGELES: 510 West 6th Street 
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N. Y. NIAA Offers Course 

Industrial Advertising Associa- 
tion of New York is offering a new 
20-lesson course in industrial mar- | 
keting in its annual industrial ad- | 
vertising and_ sales’ promotion | 
course. Classes, which are held in 
the McGraw-Hill bldg. auditorium 
each Thursday from 6:30 to 8:30 
p. m., will begin Nov. 13 and extend 
to April 13. 


| 


Moves to New Offices 


Loewy Advertising Agency, for- 
merly located at 5 Beekman street, 
has moved to 41 Park Row, New 
York. 


Appoints Horton-Noyes 

Jenkins Bros., New York, valve | 
maker, has appointed Horton-Noyes | 
Company, Providence, R. I., to di- 
rect its advertising. 


ra Cassar was a 

Bia kiagus Ad Wan 
Way back in 60 B. C. he advertised 
doings of the Roman senate on 
specially constructed bulletin boards. 


He would have thrilled at today's 
better offset produced by Roto-Lith. 


ROTO-LITH CO. 


201 N. WELLS ST. CHICAGO. 
DEA.8SS7 + HEM.22I11. 


400 miles in 
response to 
our offers on 


KSO" 


L. L. LALLY 
President 
Lally Service 


L. L. Lally has 
never heard of 
Crossley. 


He may never 
know a pro- 
gram-rating from a_ stock- 
quotation. 


But he knows a lot about 
radio— most of it learned 
from his sales records. 


Mr. Lally runs a large 
auto-supply and service unit 
in Des Moines. Last spring, 
he selected Gene Shumate’s 
“Behind Home Plate” on 
KSO as the backbone of his 
advertising, because “lots of 
men listen to Gene, and I 
want their business.” 


Response surprised even 
Mr. Lally, Customers drove 


more than 100 miles to take 


advantage of his special | 


offers. The increase in his 


week advertiser—and added 


business has made him a 52- | 


another chapter to the Suc- 
cess Story of KSO and 
KRNT—Success in serving 
listeners AND advertisers. 


NBC BLUE | 
AND ua 


KSO 


KRN 


te Caer Silions 
DES MOINES 


Represented by The Katz Agency 


Getting Personal _ 


Ed Dunning, v.p. of N. W. Ayer’s New York office, is more excited 
about his new offspring, John A., than the new account he recently 
took over (to be announced soon). . . Scouting football teams to spot 
their weaknesses is a specialty of Herb McCracken, advertising director 
of Scholastic Publications. He’s doing it for Columbia and West 
Point. The adman ought to know gridiron stuff—he was a star line- 
man at Pittsburgh, then coached at Lafayette. . . 

Frederic Drake, publisher of Harper’s Bazaar, is honeymooning with 
his bride, the former Mrs. Louise Gwynn Turnure Winters. . . New 
president of the National Noise Abatement Council is William Rey- 
nolds, a.m. of Servel, Inc. . . Harry W. Gordon, director of J-W-T’s 
Argentine of- 
fices, is visiting 
clients in New 
i, 

Eugene C. 
Pulliam, who 
has enough 
publishing and 
broadcasting 
responsibilities 
to keep the or- 
dinary man 
busy, has taken 
a new job with 
the Treasury 
Dept. as chair- 
man of the In- 
diana commit- 
tee for organ- 
ization of the 
Treasury’s de- 
fense savings 
program. In his 
spare time, he’ll 
still serve as 
president of 
two publishing 
chains and one 


FOR SERVICES RENDERED 


KNOWLEDGE 


am SOCHETY Fos COWTROL OF CamceR 


REE INFORMATION WRITE 10 


John Benson, left, president of the American Association of 


radio firm. His Advertising Agencies, principal speaker at the |5th annual 
papers are in_ dinner of the New York City Cancer Committee at the 
Indiana and. Advertising Club Oct. 22, inspects the Clement Cleveland 
Oklahoma and _ medal awarded to Abbott Kimball, right, for his conspicuous 
the air outlets ‘setvice to cancer education through his assistance to the 
are Stations committee in developing its magazine advertising appeal. 
WIRE, Indian- 


apolis, and WAOV, Vincennes. . . 

Merrill C. Meigs, the air-minded publisher of the Chicago Herald- 
American who now heads the aircraft branch of OPM, addressed a na- 
tion-wide audience Nov. 3 when he represented the defense agency 
on the “Voice of Firestone” broadcast over NBC’s Red network. . . 

It’s a baby girl, Barbara Sue, at the home of George Grant, of the 
Chicago sales force of WBBM. . . Jimmy Lee, public relations chief 
for Chrysler Corp., and Betty Buechner Baker were married in New 
York Oct. 20 and are honeymooning in California. . . 

The San Francisco CBS sales force, headed by Art Kemp, Pacific 
Coast sales manager, tossed a going-away party for Bill Shaw, sales- 
man, who started training Nov. 1 for the Army Air Corps at Rankin 
Aeronautical School, Tulare, Cal... J. A. Riggs, v.p., and A. J. Graf, 
works megr., of Goss Printing Press Co., Chicago, represented the com- 
pany Oct. 24 when it received the coveted navy “E” award for excel- 
lence and efficiency in the production of naval ordnance at the hands 
of Secretary of the Navy Knox... 

William Polje, 
head of Pollyea 
Advertisin g, 
Terre Haute, 
has been named 
roll call pub- 
licity chairman 
of the Terre 
Haute chapter 
of the Ameri- 
can Red Cross. 

._ Arthur G. 
McGuire, pu b- 
lisher, Sullivan 
County Demo- 
crat, Shelburn, 
Ind., has been 
elected mayor 
of Sullivan, 
mG. . 

Sam Gale, 


ORCHIDS SALUTE TWO BIRTHDAYS 


a.m., General 
Sharon Douglas, left, star of General Foods’ Columbia Mills, will ad- 
Pacific Network program, "Second Mrs. Burton," and Betty dress the llth 
Buckler, right, Benton & Bowles’ producer for the series, district of the 


receive congratulations from Hal Hudson, Columbia Pacific 
Network program service manager, on their birthdays. 


NAB at its Dec. 
11 luncheon in 


Minneapolis. . . 
Emmett J. Heerdt, WCCO’s office and traffic manager, is throwing out 


his chest these days over his new honorary certificate as reserve re- 

cruiting official for the U. S. Marine Corps. . . 
George P. Butterly, Jr., president of J. W. 

recently to Mary Christine Dunn 


Pepper, was married 
Both hail from Brooklyn. . . 

Genial “Doe” Eaton, publisher of American Home, may qualify as 
a Powers model one of these days. He does a pretty good job on 
the front cover of his November issue as the gent carving a Thanks- 
giving turkey... 

Robert E. Graef, of Standard Oil's sales promotion and advertis- 
ing department, has set up a home in Millburn, N. J., with his bride. 
the former Marian Lea Crane, daughter of Frederick Lea Crane, pub- 
lisher of the Elizabeth Journal. . . Clayland T. Morgan, assistant to 
the president at NBC, has leased an apartment at 404 Riverside 
Drive. . . 

Elected to the board of directors of the Burge Tuberculosis Clinic 
of Doctors Hospital, Philadelphia, was John H. Breiel, N. W. Ayer & 
Son’s public relations man... 

W. M. Cotton, publisher of the Ideal Women’s Group, New York, 
and Mrs. Cotton are spending two weeks on the West Coast where 
Mr. Cotton is making his periodical visit to motion picture studios. . . 


Sheepskins Aid to 


Financial Success, 


‘Time’ Study Shows 


Three-fourths of Men 
Become Professionals 
or Executives 


New York, Nov. 4.—A _ college 
education can be considered an in- 
vestment in financial success since 
graduates earn much more per fam- 
ily than the average, and more than 
three-quarters of all male alumni 
are professionals or executives at 
40 years of age, according to a sur- 
vey just released by Time, Inc. 

Entitled “The U. S. College Grad- 
uate,” the study sketches the eco- 
nomic and social traits of this 
segment of the population, incor- 
porating statistics gathered from 
1,048 colleges and universities. 

While the male college graduate 
is under 30, employment in govern- 
ment service offers the highest 
average pay, but after he reaches 
40, the most lucrative means of 
earning a livelihood are law, medi- 


facturing and production, sciences, 
arts and transportation and utilities 
| in that order, the survey points out. 
The ministry is the worst paid at 
all ages. 


Women in Education 


Although earnings of women 
according to occupation show little 


| variation and education is the work 


| land 
| tion,” 


of 68 per cent, there are three 
groups of women graduates over 40 


whose income tops $2,000:  pro- 
fessional workers and technicians, 
$2,730; executives and officials, 


$2,270; and teachers, $2,110. 

The study reveals that New Eng- 
is still the “cradle of educa- 
with the largest number of 


| graduates in proportion to its popu- 


lation. Although majorities of both | 
sexes remain in the section in 
which they were educated, New 
England and the Middle Atlantic! 


states retaining about 85 per cent 
of the men graduates, a number of 
graduates seem to migrate to either 
coast to seek post-college oppor- 
tunities. In all sections, graduates 
who moved outside the college area 
make more money than those who 


| remained in it. 


Among other points of interest 
brought out by the research is the 
fact that while the total graduate 
bloc is predominantly male, there 
are more than two women for every 
three men graduates, a great in- 
crease over 40 years ago when there 
was less than one woman to every 
four men. Also, the average size 
of college families is considerably 
smaller than the U. S. figure; long- 
established or heavily-endowed col- 
leges will have the most prosperous 
graduates; estimates show that 436,- 
000 graduates in business for them- 
selves or in professions earn median 
incomes of $3,860; and almost three 
times as many employed by 
others with a median income of 
$2,350. 

Ninety per cent of the 1,164 col- 
leges and universities listed in the 
U. S. Office of Education’s directory 
cooperated in gathering data for the 
study, which covered 12,728 indi- 
viduals, a sample believed to be 
statistically accurate. 


are 


To New Quarters 

Schoneman - Hening Agency, for- 
merly located at 1211 Chestnut 
street, Philadelphia, has moved to 
the Maule bldg. 


| cine and dentistry, finance, manu-| 


——— 


Opens Fall Drive 

The Maritime Milling Company 
Buffalo, has opened a fall campaign 
for its Hunt Club dog food. News. 
|papers will carry the bulk of the 
}campaign, and about 40 papers wwi}) 
'be used. 


| Names Dan B, Miner 


Awful Fresh MacFarlane, oper. 
‘ator of a chain of candy stores jp 
‘Southern California, has named 
| Dan B. Miner Company, Los An. 
| geles, to direct its advertising. [ryjp 
| Atkins is account executive. 


eeemore than ‘just 


a radio station -- 


a Baltimore 
institution! 


IN 
BALTIMORE 


Ned 


EDWARD PETRY & CO. 
A KEY MUTUAL STATION 


IN PHILADELPHIA 
. oe 1 
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Suggests Change : 
from 10 fo 5-Year 


Population Census 


Budget Bureau Official 
Endorses Shift of Manu-. 
factures' Census | 


Washington, D. C., Nov. 6.—The 
first public suggestion that the 
Population Census interval be re- 
duced from ten to five years was 
made today in the course of testi- 
mony before a House committee con- 
sidering legislation to change cen- 
sus law. 
The suggestion was made to i 
House census committee by Dr. 
Stuart A. Rice, assistant director of 
the Budget Bureau in charge of the 
statistical standards division. Dr. 
Rice, a former assistant director of 
the census, said a quinquennial 
population census supplemented by | 
annual sampling studies is desir-| 
able in the long run. 

It has been suggested in some} 
quarters that the effort which the 
Census Bureau is making to gain 
passage of the bill now being 
studied in committee to establish a 
quinqguennial Census of Business 
and Industry is an opening wedge | 
which would be followed after the 
emergency by a request for author- | 
ity to cut the interval between 
population counts in half. Dr. Rice’s 
testimony, however, was the first 
public mention of such a plan. 

Dr. Rice, whose division reviews 
statistical questionnaires which all 
federal agencies desire to circulate 
and which attempts to simplify 
statistical activities of the govern- 
ment, declared that Budget Bureau 
approval of the bill before the com- 
mittee is predicated largely on the | 
belief that administrative efficiency 
would be increased. 

He pointed out that the Census 
Bureau’s work is now concentrated 
in the period during which the 


(Adv.) 


ABOUT PRINTING 


Lightning Strikes Thrice 
as House Mag Cops 
Award 


By RICHARD L. HOPE 

Flash! 

It came in a wire from Tulsa 
yesterday. People and Places—the 
Magazine we produce lock, stock 
and barrel for the De Soto Division 
of Chrysler Corporation—has been 
picked as the top book of its kind 
inthe country. The announcement 
was made officially only last Satur- 
day. 

Thus for the second time the 
critical eyes of different groups of 
experts have singled out People 
and Places for their stamp of 
approval. Thus, too, for the third 
ume, has the laurel wreath been 
placed on the brow of the guy 
whose job it is to produce the book. 
He got the nod before with another 
manufacturer sponsored magazine. 

Proving that lightning strikes 
‘arice!—especially if you’ve got the 
tind of a magnet that pulls! 

, But that’s been our story before. 
We've mentioned time and again 
fat Our idea crew, the fellows and 
gals who lend truth to our slogan— 
falent to Originate—Skill to Pro- 


tuce—are ALL prize winners. They 
‘Now how to come up with ideas 
‘at produce, how to whip them 
nto shape, how to dress them up 
With t, stir in sparkling selling 
py d follow them through the 


Production phases—yes, even going 
3 far as to work out the details 
t distribution. 

7 So \ repeat—if you think a nice, 
refres} ng printed piece can help 
en a greater sales—let us supply 
~ with an idea. You're under 
>a OD'igation, you know, but it 
aves sa chance to back up ou 
“ims with facts. Besides, we think 
ure » nice fellow to know! Let's 
st acc uainted. 


AMERICAN COLORTYPE CO. 


Chicag New York Clifton Coshocton 


The New York State Pl “ist ’ 
year benchmarks.” The bill pro-| passed the resolution. Rep. Guy L. less elms to 1261 anions. fan BRAD-VERN’S REPORTS 


decennial counts are made. Many made by whatever methods are stand on the need for passing S. CBS Adds to Latin Net 
employes brought in and trained to deemed advisable, but does not) 1627 now but said the Senate should . vases vey 
handle that census must be released | promise that supplementary manu-_| pass the resolution at once so that cee k am F = _¥’ os 
upon its completion. If S. 1627 is| facturing data will be gathered an- | defense agencies could use census a Padeiae  eienehian” tn 


- ‘ the Columbia Broadcasting Sys- 
acc ~ ~ , ~L , ~ ” « ° 7 "Ac . -Vabas! ac rear ° ° os 
passed, census work will be stag-| nually. ’ | figures collected last year. . tem’s new Latin American network 
gered. The quinquennial census Rep. J. Roland Kinzer, ranking After today’s hearing, proceedings | which begins operation early in 


would provide peaks in years end- | Republican on the committee, raised| were adjourned subject to call.| 1942. The new affiliates raise the 


| ing in three and eight, while the a point which had not been dis-| Since Dr. Rice was asked to prepare! total number of stations in the 


agricultural and population studies | cussed previously. He pointed out| several sets of figures on census chain to 74, with representation in 
would provide other peaks in years | that the House has passed H. J. Res.| costs and estimates of what costs) each of the 20 republics in Latin 
ending in five and zero. 213, which calls for the release of | would be entailed by passage of the |4™erica. 
individual census figures to defense bill, it is expected that at least one 
officials. S. 1627 also includes a| more open hearing will be held be- 
Dr. Rice endorsed the shift of | similar provision along with others) fore the committee goes into execu- BUSINESS PAPER ADVERTISERS 
the Census of Manufactures from a} not directly tied to the current! tive session to vote on the bill. 
biennial to a quinquennial basis,| emergency. Where—When—How Much 


and referred to annual sampling Rep. Kinzer questioned the need| Moves to New Offices Your Competitors Advertised 
studies as a supplement of “five- | for S. 1627 now that the House has | 


Okays Manufactures Change 


vides for periodic studies to be Moser, committee chairman, took no! York. 135-21 Union Tnpk., Flushing, N. Y. 
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ITLL BE EASY IF WE WORK IT OUT TOGETHER 


.. . Came the week of the test (closing date, to you advertising men): a lot of problems to be 
worked out and precious little time to do the job. (Could be the making of a set of four color 
process plates.) Gotta find some one who knows what it’s all about. . . . It’s no time to look around 
for Tom, Dick or Harry. When you're in a spot—or any other time—you can't afford to take 
chances with unknown quantities. You've got to be right the first time. . . . Jim’s the one, of course, 
(Rogers is the name to a lot of advertisers) —he’s been through this many times before. Together, 
we can work it out... . And why not? Many are the big name advertisers who have found them- 
selves up against a dead line at one time or another, and many times Rogers has worked out of 
the tight place with them, and for them. It’s no joyful situation for either of them, of course, but 
worry flies out of the window when expert knowledge, skill and experience take over... . 
That's probably a good reason why Rogers’ customer list is growing every day ... dependable 
performance in the pinches guarantees the same kind of performance in normal situations. It's 


always easy when you work it out with some one who knows the answers. 


ROGERS ENGRAVING COMPANY 


Adolph F. Buechele, President 
MASTER CRAFTSMEN OF PHOTO-ENGRAVING 
2001 CALUMET AVENUE ¢ Phone: CALumet 4137 ¢ CHICAGO, ILLINOIS 
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Bus Lines’ Copy 
Aimed at Saving 
of Automobiles 


Chicago, Nov. 6. — Greyhound 
Lines and Union Pacific Stages, 
following up announcements of cur- 
tailed auto production, advertise- 
ments counseling conservation of 
oil and rubber, and a_ growing 
public nervousness about repair 
parts, launched a newspaper cam- 
paign this week in the Chicago 
area, aimed at extending bus travel. 


Headlined “Save Six Months 
Wear on Your Car (on a trip to 
California)”, the initial ad cuts 


straight to the trouble spot with the | 
advice that “in times of material | 


for product and program promo- 

WHK. Weiss 
have found our 
work outstanding. 


WHK 


Cleveland, O. 


Paul H. Raymer Co. 


tion we mean 


and Geller, Inc. 


Rep.: 


| nary 


shortages, you can’t tell how long 
your car will have to last, so it’s 
just good business to look ahead— 
to save your car wherever possible 
—to take long trips by super 
coach.” 

The copy was tested in Omaha, | 
headquarters of Union Pacific | 
Stages, and the “save your car 
theme considerably outdrew themes | 
the two companies had prev iously | 
used, such as economy, comfort and | 
sightseeing. Focal point of the new | 
campaign is winter and vacation | 
travel to the Pacific Coast from the 


Chicago area. Authentic statistics 
for average year 

this area show that the typical 
speedometer registers 7,000 


in a year’s time. Since a charitable | 
figure for round 
the Pacific Coast is 5,000 miles, 
companies’ estimate of six months’ 
mileage for the trip is conservative. 


Surveys Made 


The bus lines undertook prelimi- 
surveys in Chicago and 
Omaha, principally to check rumors | 
about car repair parts being difficult 
to obtain. 


| advertising 


| Va., Nov. 


‘round mileage in| turned from Russia; 


miles} Can 


trip mileage to| advertising’s 
the | business, while Mr. 


ANA-Four A’s 


Await Henderson's 


Advertising Views 


New York, Nov. 6.—An official 
statement clarifying his stand on 
will be presented by 
Leon Henderson, Price Administra- 
tor, before the joint meeting of the 
| ANA and Four A’s at Hot Springs, 
13-15. 

Other headline speakers are Wil- 
liam L. Batt, director of the mate- 
rials division of OPM, recently re- 
C. C. Conway, 
chairman of the board, Continental 
Company, 
| Young. Mr. Conway will discuss 
contribution to his 
Young will sum 
up the program. 

In addition to the speakers there 


will be dramatized presentations of | 


the influences threatening advertis- 
ing and the case for advertising. 
Because of the importance of the 


The surveys, conducted | 


subjects to be discussed at the joint 


| meeting, it is expected to bring out) 


an unusually large representation of 


| > > > 
by Beaumont & Hohman, the com- business leaders. 


panies’ agency, indicated a shortage | 


and delay in receiving repair parts. | meeting at Hot Springs Nov. 


The base of the surveys is now 
being broadened to 18 states, with| 
an object of finding out where 
principal shortages exist. 

Currently the companies are run- 
ning three column, 93 line space in 


The ANA will hold its own -~ 
12, the 
| day immediately preceding the joint 
| meeting. 


ASCAP Contracts 


Mailed to All 


the Chicago Daily News, Herald- 

American and Tribune, and are | S 

flanking the newspaper drive with Local tations 

radio spot announcements. Reac-| New York, Nov. 5.—As ASCAP 
tion to the campaign will determine} music returned to radio programs 


its possible future use on a national 


seale. 


Names Metropolitan 

Irving Savings Bank, New York, 
has named Metropolitan Advertis- 
ing Company, New York, to direct 
its advertising. Newspapers, 
door, transportation advertising and 
direct mail will be used. Harry D. 
Adair is account executive. 


w 


FEATURE ISSUES 


accentuate D and W's monthly edi- 
torial content which is devoted to 


8 warren 
wrth (COMORIAN RAMEFORT s HOm 


the economies of Shipping—Han- 
dling—Warehousing and _ Distribu- 
tion. 
January—ANNUAL SHIPPERS’ DIRECTORY 
Works all year selling a wide range of Automotive, Mate- 
er Handling. Transportation, Warehouse and Miscel- 
laneous Products and Services. 
April-MARINE TRANSPORTATION Issue 
Sells Waterborne Freight-- Waterfront Warehouse —Port 
and Stevedore Services and the equipment and supplies 
used by all of them. 
July—MATERIALS HANDLING Issue 
Sells all types of mobile and stationary Materials Handling 
ee nt for internal and external use to Manufacturers 
‘arriers —Warehousemen. 
October MOTOR TRANSPORTATION Issue 
Sells Road Transport Equipment and Supplies to the Pri- 
- ate Fleet Owners in Industry and the Publie Carriers and 
Warehousemen. 


Cover this billion dollar 


each month. 


CW PUBLICATIONS, INC., 100 East 42nd Street, New York 


market 
Use dominant space in the 4 feature issues. 


regularly with an ad 


A Chilton 


Publication 


out- | 


| and 


| ing to run as long as 


as a result of the long-awaited net- 
work agreement, the society last 
weekend mailed local station license 
forms to every broadcasting station 


| in the country 


The four for ms included per por- 
gram sustaining license, per pro- 
gram commercial, blanket sustain- 


ing and blanket commercial licenses. 
Stations to which the forms were 
mailed included those who had al- 
ready signed contracts and who will 
now be offered the opportunity of 
signing under the new terms. Em- 
bodied in the contracts are modifi- 
cations obtained by Independent 
Broadcasters, Inc. 

In an accompanying letter, 
eral manager John G. Paine ex- 
pressed the hope that “our relation- 
ship will be renewed without delay 
will continue for a long and 
uninterrupted period to our mutual 
benetit.” 


gen- 


BMI Also Writes 


Following its statement last week 


| in which it weleomed ASCAP music 
| back on 
| Ine., this 


the air, Broadcast Music, 

week warned affiliated 
publishers that “we are going to 
face vastly increased competition” 
and also assured them that “BMI's 
contracts with broadcasters are go- 
ASCAP’s and 
I firmly believe longer.” 

The letter, written by Merritt 
Tompkins, also said: “We know that 
there are many stations which do 
not intend to take out an ASCAP 
license for a long time and we know 
that there are many other stations 
which will sign with ASCAP on a 
per program basis and will there- 
fore continue to use BMI as the 
backlog of their music programs.” 


Extends Representatives 
‘in South America 


Package Machinery 
Springfield, Mass., 
resentatives in all South American 
countries for the first time in the 
company’s history. Company of- 
ficials said that the move was made 
with the object of improving com- 
mercial relations and_ increased 
business, a portion of which is de- 
veloping because of German ina- 


Company, 
has placed rep- 


bility to supply new and replace- 
ment machinery. 

Complete advertising and _ sales 
literature is being prepared in 
Spanish for the first time 
Dale to NBC 

Albert E. Dale has been ap- 
pointed director of the National 


Broadcasting Company 
of information He 
editor of the Washington Times- 
Herald and previously editor of 
various Hearst newspapers. 


department 
was formerly 


and James W.| 


—— 


“Help Wanted,” “Positions 
“Representatives Available,” 
eash with order. 


$4.75 per inch. 


The rates for this department are as follows: 
Wanted,” 
30 cents a line, 


All other classifications (single insertion rates): 


“Representatives Wanted,’ 
minimum charge $1. Terms 


% in., $2.75; 1 to 3 in. 


HOUSE ORGANS 

Mr. Sales Manager! 
Let me show you how to help your 
|}salesmen produce more through a 
| personalized house-organ You serve 
| as editor I do the work Write for 
free samples. Edward Edelstein, 201 


N. Wells St., Chicago, Illinois. Dear- 
| born 8557. 

___ELP WANTED 
SALESMEN WANTED 
Advertising salesmen now selling 
space in magazine, ete., to solicit 


space-distribution contracts on adver- 
tising book matches for Nationally 
|} known book match manufacturer, in 
spare time. Factory cooperation, qual- 
ity product, good service, competitive 
prices, plus genuine value of book 
match advertising as publicity and 


result-getting medium, your assur- 
ance of success. Unusually fine side- 
line opportunity for men contacting 
national accounts or local accounts 
advertising on a large scale, 15% com- 
mission on space deals; half 
upon receipt of order from well-rated 
accounts Write for details today, 
and tell us about yourself, 


Box 3420, ADVERTISING AGE, Chgo 
Publisher's Assistant 
Seek suitable young man, able under 


take full editorial and production 
duties established trade magazine 
preferably with some space selling or 
contact experience Write, giving ex- 


perience, references, salary require- 
ments Replies confidential. 
Box 3512, ADVERTISING AGE, N. Y 


advanced | 


| 


HELP WANTED 


THESE POSITIONS AVAILABLE Vow 


Asst. Prod. Mgr.-Adv. Agcy 
Artist-Layout Man, Adv. Agcy $30) 
Steno., Adv. Agcy. & Publisher 319 


Account Executive, Salary o}; 
Engraving Salesman, Exp., $2: ip 
Many other positions—Phone or wri, 
JOHN C. HEALY 
COMMERCIAL PERSONNI 
SERVICE 
64E , Chicago 


Lake St -Tel. STA 4208 


a POSITIONS WANTED 


ARTIST-ART DIRECTOR 
9% yrs. experience, agency, Mar izine 
Art Director both Seasoned dge 
ment Finished artist Conti 


Creative la 


national magazines. its 
typography 31, married 


knowledge 
References. 
Box 3513, ADVERTISING AGE, “he 

Young Man Seeking Opportunity 
Agency and lithographic printine pr 
duction experience. Successful exe 


utive background, College degree 

tox 3514, ADVERTISING AGE, Che 
(Back Again!) Free lance 
part time re-writing, librar 
research, sales letters, et 

CeeBee-Rav. 8861, 2429 Leland, Chg 


FOR SALE 


Long established high-class merc har 
dising publication in restricted 
Wonderful possibilities for sma pul 
lisher Easy terms 


ox 3515, ADVERTISING AGE, N.Y 


Bullard Heads 
CCA; Wadman 
Named by NBPA 


| New York, Nov. 7.—Harrison W. 
Bullard, American Can Company, 
was elected president of Controlled 
Circulation Audit today. Other offi- 
cers elected were: Marshall Hey- 
wood, Electrical Publications, Chi- 
cago, vice-president; Lansing Chap- 
man, Medical Economics, treasurer; 
Joseph Vessey, Kenyon & Eckhardt, 
secretary. 

Directors elected are: Joseph Mc- 
Donald, Anaconda Copper Mining 
Company; Leonard Tingle, Progres- 
sive Grocer; S. L. Meulendyke, 
Marschalk & Pratt; Robert B. 
Brown, Bristol-Myers Company; A. 
J. Millard, Stanco, Inc.; and Julian 
Gran, Rickard & Co. 

National Group Elects 

National Business Papers Associ- 
ation has reelected Rex Wadman, 
publisher of Diesel Progress, as 
president. Abe Lewis, Graphic Arts 
Monthly, has been elected vice- 
president and C. H. Goudiss, Jr., 
Forecast for Home Economists, has 
been named secretary. 


Changes asin Name 


Phil Lansdale Advertising 
, Agency, Los Angeles, has changed 
its name to Lansdale Company and 
has moved its offices to 704 S. Spring 
street. The agency has been named 
to direct the advertising of Harris 


Joins Getchell Staff 


George W. McMurphey, formerly 
with Pacific National Advertising 
Agency, Seattle, has joined J. Stir- 
ling Getchell, Inc., Detroit. 


Names R. H. Robichaud 


R. H. Robichaud, formerly man- 
ager of the Vancouver News, has 
been named circulation manager of 
the Bulletin, Edmonton, Alta. 


Whose trade mark is this/ 


If you'll write Collins, Miller 
& Hutchings, Inc., Photo- 
engravers, 207 N. Michigan 
Ave., or phone FR Anklin 

5854, 


& Frank, Los Angeles clothing re- we will tell you. 
tailer. —_— 
* * 


PHOTO-OFFSET 


res 


PRINTING 


demands speed and economy . . RCS photo 
offset and planograph is the answer. Write 
RCS today for details and general price lists 
along with the "Idea Kit.” 


RAPID COPY SERVICE CO. CHICAGO 
123 NORTH WACKER DRIVE 


"The Modern Method o* 
Printing’ .. more econom- 
ical . . more versatile 


Today's merchandising 


STATE 5977 
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Radio Shows Lead 
Campbell'sChicken 


Soup Promotion 


Camden, N. J., Nov. 6—Campbell 
Soup Company set out after in- 
creased sales of its three chicken 
oups this week with the start of a 
two-month drive using radio, na- 


tional Magazines, broadsides and 
jealer aids. 

The schedule of radio shows on 
vyhich the three soups—chicken, 


| shicken noodle, and chicken gumbo 
_are to be featured will follow last 
year’s pattern and includes Camp- 
ell’s “The Man I Married,” Amos 
) Andy, Fletcher Wiley and Bob 
Burns. Four-color, full-page maga- 
zine advertisements will round out 
the campaign. 
Ward Wheelock Company, Phila- 
jelphia, is the agency. 


Doubles Sunday Price 


To “permit production of a much 
arger newspaper and because of a 
general raise in production costs,” 
the price of the Sunday Post, 
Bridgeport, Conn., has been _ in- 
reased from five to 10 cents a copy. 


Launches Own Company 

Harry B. Hull, formerly mer- 
handise and contact director of 
Sterling Advertising Service, New 
York, has resigned to form West- 
rook Fashions, New York, dress 
manufacturer. 


‘ 


| ARK 


SP SHREVEPORT 


TEX. 


TELL ‘EMTHRU We 


VN KTBS 


1000 WATTS NBC RED NETWORK 
REPRESENTED BY THE BRANHAM CO. 


SHREVEPORT, LOUISIANA - 


Says Van Deventer 


Chicago, Nov. 4.—While govern- 
ment is steadily replacing private 
enterprise as supplier of the nation’s 
increased purchasing power, the 
actual purchasing itself is 


—-the hands of private corporations 
—John H. Van Deventer, president 
and editor, The Iron Age, told the 
Engineering Advertisers Association 
last night in pointing out the need 
for continuation of industrial adver- 
tising during the defense program. 

As time goes on, he asserted, and 
until the country comes out of the 
emergencies, more and more of the 
total purchasing power will come 
from the central government source, 
but more and more will the indi- 
vidual purchasing decisions tend to 
become decentralized as smaller 
industrial units are drawn into the 
defense program. Along with this 
great expansion in industrial plants, 
thousands of additional workers call 
for numbers of supervisors who 


influences to be reached and edu- 
cated by intelligently planned and 
directed advertising, the speaker 
emphasized. Industrial advertisers, 
he suggested, should constantly bear 
in mind that their copy should be 
|; helpful to those to whom it is 
directed and every effort should be 
made to show how a product can 
be used in advancing defense pro- 
duction and thus establish its in- 
dispensability. 

“Industrial advertising has two 
big jobs,’ Mr. Van Deventer con- 
cluded, “that need doing from the 
standpoint of self-preservation of 
your company as well as the public 
interest. One of these to hold 
customer good will, where defense 
orders prevent usual customer serv- 
ice; the other is to demonstrate the 
essentialness of your product to 


is 


Asks FCC Permit 


The Jacksonville, Fla., Broadcast- 
ing Company has asked the Federal 
Communications Commission’s per- 
mission to construct a 5,000-watt 
radio station in Jacksonville. Cost 
was set at $100,000. 


Joins Compton Agency 

Peggy Harmon, 
Benton & Bowles, New York, has 
joined the radio copywriting de- 
partment of Compton Advertising, 
New York. 


formerly with 


‘THERE 1S AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 


SIGNING AND P 


RODUCTION OF 


LITHOGRAPHED DISPLAY MATERIAL 
‘IT MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 


ORGANIZATION COULD BE USED 
ADVANTAGEOUSLY BY YOU 


UTHOGRAPHED DISPLAYS 


Buying Power Still ’ 
in Private Business, 


Proving Ground’ 


for Children’s 


still | 
largely in the same hands as before | 


must not be overlooked as buying | 


the defense program, especially | 
where your product is ‘down the 
line.’ ” 


port 


| with 


| cents 
| gradually to a minimum of 21 cents 
| for 100,000 lines. 


| December 


Programs Planned 


New York, Nov. 
to improve the caliber of children’s 
radio fare, the Radio Council on 
Children’s Programs plans the or- 
ganization of a pre-audition board 
to act as a “proving ground,” it was 
revealed last weekend at a meeting 
attended by broadcasters, sponsors 


and agency representatives. 
According to Mrs. Nathaniel | 
Singer, president, the board will 


begin operations as soon as broad- 
casters and sponsors indicate their 
willingness to cooperate. Members 
of the industry who were present 
expressed their approval of the 
plan. 

In her address, Mrs. Singer 
down three points of the broad pro- 
gram to which the Council will 
adhere in the future: “That the 
homicidal numbers to which the 
younger generation likes to listen 
before pattering off to slumberland 
be retired; good programs’ be 


allowed to remain and not die an| 
sponsor or no spon-| 


and 


untimely death, 


sor; new programs sought 
developed which deal with loyalty | 
to America—devotion to this new)! 
democracy—the American way of) 
life.” 
Based on Two Studies 
Emphasizing the importance of 


| radio as a medium of entertainment | 


for children and the dearth of good 
programs, Mrs. Singer urged the 
cooperation of the industry “that 


we may work together to give more | 
our | 


and better 
children.” 


radio programs to 
The new president de- 
scribed as “astounding” the 
the United Parents Associations, 
evaluating programs on the air 
the present time, “found only three 
acceptable programs for children 
from the ages of five to nine.” 

The Council's program based 
on two studies, financed by the 
NAB and the Rockefeller Founda- 
tion one aé_e factual survey by 
vice-chairman Dorothy Lewis of 
children’s programs on_ stations 
throughout the country (ApvERTIs- 
ING AGE, Feb. 10), and the other a 
study by Dr. Herta Herzog of the 
psychological effect of programs on 
children. The latter has not yet 
been published. Mrs. Lewis is now 
engaged in a supplementary check- 
up on her first survey. 

Full cooperation with the Coun- 


in 
at 


Is 


cil’s program was pledged by NBC | 


and CBS executives. 


Million Guarantee 


for ‘Parade’; Gets 
Chicago Outlet 


New York, Nov. 6.—A circulation 
guarantee of 1,000,000 for the four 
December was 
today by Parade, Sunday 
published by Marshall 
Ten newspapers are now distrib- 
uting the magazine, with additions 
expected shortly that may push the 
circulation up an 
500,000 copies 

rent Parade newspapers are 
Akron Beacon Journal, Bridge- 
Post, Chattanooga Times, De- 
troit Free Press, Kansas City 
Journal, Nashville 


issues 
magazine 
Field III. 


tional 
Cul 
the 


Newark Star-Ledger, Peoria Star, 
Washington Post and Winston- 
Salem Journal. 


Chicago Rates Set 
contract 
the new 


A been signed 


Field-Silli- 


has also 


Marshall 


man Evans paper in Chicago, thus 
indirectly revealing that the new 
venture in Chicago’s morning field 
will be published seven days a 
week. The new paper’s rate cards, 
issued this week, show a national 
rate of 40 cents a line daily and 


which also 
but drops to 34 
lines, and thence 


Sunday, and a local rate 
starts at 40 cents, 
for 600 


4.—In an effort} 


laid | 


fact that | 


announced | 


addi- | 


Tennessean, 


Healy Heads New 
England Ad Execs 


Henry M. Healy, Transcript-Tele- 
gram, Holyoke, Mass., was elected 
president of the New England 
Newspaper Advertising Executives 
Association at a recent meeting 
Hartford. 
Charles J. O’Connor, 
New London, Conn., 
and Harold C. 
Brattleboro, Vt., 
urer. 

Members of the executive 
mittee are David R. Daniel, 
|}ness manager, Hartford 
Arthur T. ory” 
Manchester, N. H.:; 
| Daily News, New feo R. 1.; Gerald 
|'T. Higgins, Sun-Journal, Lewiston, 
Me.; Gardner Campbell, Item, 
| Wakefield, Mass.: and William J. 
Murphy, Herald, Rutland, Vt. 


pr H. E. Gammon 


Harold E. Gammon, for the past 
| 15 years with Weeks and Leo Com- 
pany, Des Moines, 
executive vice-president 
pharmaceutical company. 


Evening Day, 
vice-president; 
Allen, Reformer, 
secretary - treas- 


busi- 
Times, 
_ Union- Leader, 
O. te: ifson, 


of the 


in | 
Other officers elected are | 


| 
com- | 


has been named! 


| 221 N. LA SALLE ST., CHICAGO, ILLINOIS 


Adds Herbert Zimmerman 


Herbert Zimmerman, formerly in 


the production department of 
Blackett - Sample - Hummert, Chi- 
cago, has joined Needham, Louis 
and Brorby, Chicago. 
| inenin 
KROC Names Stone 

Wallace E. Stone, formerly pro- 
gram manager of WDGY, Minne- 
apolis, has joined KROC, Rochester, 


Minn., as station manager. 


WHO ADVERTISED WHAT 


IN THE LAST WAR? 


s Many manufacturers and Sa advertis- 


—_ 
ago 


uld be if every 


the competition did ‘5 years 
How much simpler it w 


one of these manufacturers had a clipping 
book for the war years that showed all edi- 
torial publ icity and competit ing 

We can help you build such a permanent 


record tor the 
ably low cost. 


Just ask for Booklet No. 20. 
N'S CLIPPING BU 


Ess FARM 
RS PAPERS 


years to come, at a remark- 


BAC 


BUSI 
PA 


NERAL 
AZINES 


G 
MA 


| 


2 
= 
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NEW ORLEANS 


20.000 WATTS 
(CLEAR CHANNEL) 


The greatest selling POWER in the South’s 


\i 1A ail » 


Willacy 


greatest city 
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Furnishings, Hit 
by Emergency, 
Show Ingenuity 


(Continued from Page 1) 


among others, are capably 
the breach at Leadstone’s. 


filling 


New Products on Market 


There are, for example, novel 
Mexican chairs made from pigskin 
and cactus wood, Mexican pottery 
and novel wood pieces, both useful 
and ornamental. Then, too, there 
is the inevitable Mexican basket 
made to play many roles in Ameri- 
can home life. Feika Imports, find- 


ing its importations from China 
greatly restricted, has learned to 
keep the Chinese tradition alive 


with domestic reproductions in the 
field of pictures, frames and statu- 
ary. Then, also, there are such 
striking innovations as plates set in 
frames for wall decoration and 
three dimensional wall frames 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KF i 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


| cealed lighting. 


November 10, 


which accent statuary with con- 


The Ypsilanti Reed Furniture 
Company, Ionia, Mich., has met the 


difficulty of importing rattan by 
developing modern fibre furniture 
for the home. Several furniture 


makers at both the Furniture Mart 


and Merchandise Mart are intro- 
ducing painted furniture in subdued | 
designs as one of the most marked | 
developments at this time. Modern) 
furniture designs also are popular | 
as well as timely since they save} 
labor, time, and material, and | 
depend less on scarce metals. 

Home appliance lines have been | 
cut as much as 50 per cent as the} 
industry’s contribution to the de-| 
fense effort. Deliveries are 


being 
allocated in all lines to limit the! 


handicaps of shortages while pro- | 
duction strains to meet enhanced 
demands. Meanwhile, some compa-| 
nies, like the Irwin Company, | 
Grand Rapids, are striving to main- 
tain future consumer interest in 
their lines by such promotion de-| 
vices as booklets. They believe | 
that current demand is nothing 
compared with what it will be when 


| defense restraints are removed and 


the emergency is over. 


As in all other industries, dis- 


| locations resulting from the defense 


| emergency 


are playing a major 
Harmonicas, the manufac- 
of which once seemed to be 


role. 
ture 


| an almost exclusive right of Ger- 


| many, 


is one example. Not only 
has America taken over harmonica 
manufacture but, with character- 
istic ingenuity, the product has 
been improved. Last summer a 
manufacturer sent a man through 
summer camps in New England on 
one of the strangest promotional 
junkets in the history of American 
marketing. His task was to 
introduce a plastic harmonica that 
not only utilized a new material 
but was new and improved in 
design, new in its sanitary features 
and with superior tone values. This 
harmonica, now being distributed 
by the Toy Market in the Merchan- 
dise Mart, is being promoted fur- 


sole 


ther by means of instructors in 
harmonica playing in leading toy 
departments and by _ point-of-sale 


| posters. 


Represented nationally by WEST-HOLLIDAY CO.. Inc. 


New York «Chicago + Detroit «St. Louis + Seattle - Portland «San Francisco+Los ol 


THIS WEEK 


Index of Retail Activity in 
84 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER 
“ Gain % Gain 
14-Week 14-Week $4-Week or Loss or Loss 
Period Period Period 1941 1941 Week Week c lair 
ended IEended kended over over Eended ended ! 
Nov. 4, 1939 Nov. 2, 1940 Nov. 1, 1941 1939 1v40 Nov. 2,1940 Nov. 1, 194) _ 
Akron, ©). 8,142,797 S840 000 + 6.0 8.7 211,901 246,204 1é 
Albany, N. Y 6,599,238 7,094,192 8.0 + 7.5 167,728 173,675 ; 
Atlanta, Ga 13,229,027 13,407,135 10.1 1.3 365,904 355,264 ” 
Baltimore, Md 19,111,832 7,44 + 9.3 + 6.7 555,868 600,861 \ 
Birmingham, Ala 11,803,143 + 10.3 wea 171,150 322,126 MS) 
Loston, Mass 15,375,403 13,004,863 20.3 15.4 112,637 $42,250 7 
Bridgeport, Conn 8.740.820 9,254,916 11.2 ee) 2X6 TNS 252,616 ] 
Buffalo, N. Y... 1: é 12,888,402 14,097,390 + 5.7 9.4 $19,562 870,575 ‘ 
Camden, N. J 3,720,587 $597,837 1,441,482 + 19.4 3.4 110,554 116,337 
Cedar Rapids, tla 1.214,922 110.832 4,172,602 La + 4.0 84,420 OS 364 r 
(‘harleston W Va S 610.7038 S670 761 4 103.608 4 0 220.080 257,908 ) 
Chicago, O11 24,624,159 24,173,388 24,715,431 0.4 2.2 SO, 626 612,629 
Cincinnati, © 13,192,665 13,805,419 14,590,764 10.6 7 322,637 560,276 
Cleveland, © 15,087,922 15.729.780 16,240,990 7.6 o.2 $42,201 $24,914 
Columbus, O 11,114,618 11,191,647 11,246,581 1.2 0.5 ; 262,393 
Dallas, Tex 17,654,304 16,778,207 17,823,552 1.9 3.3 23,7358 
Davenport baa T87T9,777 S,1093,675 S,177,624 + 3.8 0.2 204,260 
Davton, © 11L691,254 11,842,454 13,056,367 +11.7 + 10.3 S51,288 ] 
Denver, Cole 7.645.862 7.262.646 7,927,085 1.6 3.6 182,164 2 
Des Moines, La 452,944 654,841 SLO 315 2.6 6.1 125,417 
Detroit, Mich 17,027,333 17,844,335 18,925,400 + 11.1 6.1 $84,824 
Il Paso, Tex SSS8 313 S,SU0,5S84 oOSF O41 + 7.8 7.8 242,837 A 
Erie, Pa 8,052,492 7.028.004 S199, 628 +. 2.8 3.4 225,702 { 
Kvansville, Ind 10,242,526 10,360,643 11,349,960 + 10.8 05 249,088 ' ; 
Fall River, Mass 2,913,078 2,967,828 3,218,893 +105 8.5 125,109 iu 
Klint, Mich 7,305,046 7,298,390 7,716,618 6 2.1 159,110 ' 
Fort Wayne, ind 9,131,293 316,434 9,261,053 +1.4 0.6 271,341 7 
(iary Ind , »ON3 518 457.370 5,651,085 11.2 3.0 118,168 21,8 
Cirand Rapids, Mich 7,560,577 7,.752,32 8,145,228 + 7.7 1.1 152,922 17.1 
(ireenville, SS. « »H36 038 HO 3SLOS0) 6,502,750 + 15.4 3.0 148,197 t ' 
Hempstead Town, lt. 1 2,339,685 2,117,447 ,4AL6.345 + 46.4 HIS Lou ,4o% N 
Houston, Tex 14,778,832 16,248,650 16,657,918 + 12.7 2.0 623,302 27 
Huntington, W. Va » 6,745,673 7,078,532 7,851,910 + 9.0 3.0 167,458 8 
Indianapolis, Ind. . 14,268,546 15,289,493 16,141,019 13.0 i) 381,640 4 
Jacksonville, Fla. . 7,808,706 8,245,832 8,680,224 11.2 5.3 227,192 7 
Jersey City, N. J 1,810,146 LS40.609 LASG2Z,15S8 2.9 +1.2 7, 1.6% Nt 
Kansas City, Kan 1,270,519 2.564534 2,283,974 0.6 10.9 62,251 D652 ’ 
| Knoxville, Tenn 187,127 8,028,670 W281,404 1.0 + 2.8 288,260 321,63 1. 
Littl Rock, Ark F T853,740 8,361,752 STS 090 2 2.6 244,370 237,860 2.7 
Los Angeles, Cal PO USB ORS ‘Oo TSS SS0 SGT S24 1.4 14 SOO 208 9050 ] 
Louisville, Ky 12,393,169 12,505,379 13,164,593 6.2 3 S79, 750 ST0,718 : 
*Lynn, Mass j 7,076,370 7,993,121 109,300 . , 
Manchester, N. H 3,791,219 3,119,106 18.9 1.4 So,980 73,646 ‘ 
‘Memphis, Tenn 10,288 886 11.038.398 re | 5.7 Os THO 835.342 y 
Miami, Fla LO,.831,95 11,664,417 3.4 a) SOR, 735 258,650 6 
Milwaukee, Wis 12,174,226 13,155,014 + 17.6 + 8.8 342,538 86,632 - 
Minneapolis, Minn 11,898,406 10,483,785 10.3 + 1.8 276.964 247,931 l 
New Bedford, Mass 2,686,376 3,008,128 20.0 + S0 27,792 85,470 
New Haven, Conn 7,82 8,141,518 7.3 3.1 195.076 POS 320 t 
New Orleans, La 16.5% 16,893,533 + 1.2 lw 386,921 $44,688 ' 
New York, N. \¥ i" VO, 223,987 1.7 2.4 1,308,229 1,288,450 
| Brooklyn, N.Y 3,33 2,972,127 6.5 + 4.6 77,088 
Norfolk, Va a 8,794,166 + 13.9 + 4.5 258,118 ; 
Oakland, Cal 6,857,225 7.926,045 + 14.1 + 3.0 190,162 3, 
Oklahoma City, Okla T7598 500 6,725,502 4 7.4 I85,318 200,130 
Omaha, Neb ‘ , O44, 797 HBT ON3 5.060.107 + 0.3 Te 122,708 113.36 
|} Peoria, Hl. ¥. 309,368 10,141,007 10,600,716 + 13.9 1.5 SS 1,688 a17,590 
|} Philadelphia, Pa 22,992,452 24,441,545 25,868,958 + 12.5 4S 646,339 720,412 
Phoenix, Ariz 6,196,414 6,868,610 7,356,608 + 18.7 7.1 195,006 157,080 
| Pittsburexh, Ta 17. 178.068 17,859,156 1S.300.414 7.1 30 HIN .N50 $42.07% 
Portland, Ore 10,516,767 SOTOO8 10,536,201 0 7.5 263.648 255,472 
Providence, KR. I 10,181,158 926.844 10.000.263 1.23 0.7 86.755 265.701 
Reading, Pa 8.540.947 SURO 5O8 6.240.542 8.2 oS 246,358 252.868 
| Richmond, Va 10,743,676 LOS68 606 10,724,400 0.2 1.3 63.56 270,032 
Rochester, N. ¥ 12,835,251 13,006,648 13.565.60] 7 4.3 FO.08] t24. 686 
|} Rockford, Hl 6,762,396 7.303.604 7,943,492 17.5 SS IS4,184 177,78 
Rock Island-Moline, Il 7.095 302 7.137.726 7.549.412 6.4 S 204.736 184,254 
Sacramento, Cal OS1TS44 6.967.845 7.320.792 3.4 1 147.080 174.314 . 
i} San Antonio, Tex 6,147 2 6.486.171 7,4 Hae 21 15.2 i 1X8 189,182 7 
San Diego, Cal 11,E84,5% 10.01 0 10,7 S64 3.7 7 02,680 223,4¢ 
San Francisco, Cal 13,484,317 12,765, 9¢ 12,977,451 ‘ 1.7 17,301 S42 od 
Seattle Wash ISAT ON4 1.054.980 PO SSO.054 1] 7.9 256,564 391.174 
South Bend, Ind 1.494.002 TIS 944 729 17.8 15.3 123.560 141.08 
Spokane, Wash »,644,316 $5°.108 0.116 4 29 129.024 107 42 
St. Louis, Mo 15,.267.030 15,485.97 15.290.28 a? 13 T4420 THON 
St. Paul, Minn 42198. 1380 0038 ” S.827.463 1.3 20 PAS 820 296,84 
Syracuse, N.Y N,937,231 6,554,226 7,941,312 Lis 21.2 257,686 184,378 
Tacoma, Wash SOS 210 76.208 $22.63 7.9 4.4 192.794 1s t 
Tampa, Fla OS0.304 ‘ 10 Ht 7a 16.8 ! 193.928 TSS.37 
Toronto, Ont.. Car 13,540,257 12,684,752 13,484,672 o4 6 11.970 17.74% 
Troy, N. ¥ 3,760,102 648.244 moO TT4 6.4 6 102.074 104.1! » 
Tulsa, Okla 7.629.848 S. 000.520 8.229 4449 7.4 o 4 197.820 pas ae 
Washington, TD. 7.687.029 24 944.728 O.129 084 S , 1 TOA.NTE STS.697 
Younestown, © 6477.08 7.046 7 7.4727 4 Bo is 1s0.440 PS5.84 
Total 852.475.7298 SHO.427 O48 S8L.077 2 { ? 632.287 9 re. 
l Atlanta (jeorkiar and Sunday Arner in ensed Issue Jan 1 140 nta ink $2 S4 ! 
publication Dy 17, 1939 vertisine 
Newsday launched Sept. 3, 1940 Syrac Journal pr hed 100th An 
| 3 San Diego Sun suspended publication Nov » sane tion Mareh 20, 183% ntauinine 216.0 
. ‘ vertising 
{1 Commercial Appea published S-page Centennial « Figures not included in totals 


Moves to New Offices 

Free Lancers, Associated, a group 
of copywriters and artists, has 
moved to 333 N. Michigan avenue, 
| Chicago. 
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Advertising in the Test Stage 


— 


TESTS OFFER | 


tion is complete, chiefly in the west- 
ern part of the state. 


Self-Analysis Is 
Urged as Mean 


Agencies with 
Motor Accounts 


Rates of 13 NBC 
Outlets to Be 


| Regular newspaper advertising of Improving Copy Boosted Dec. 3 
GET VITAMINS B AND D will be continued by Oswald & Hess (Continued from Page 1) " New York, Nov. 5.— Increased 
‘TING ALINK- ~ in the schedule of papers used by) jt was unsuccessful if its cost ran Reefin Sales network rates, based on station im- 
oe the company, which also sponsors a higher than 15 per cent. And, re- provements and expanded coverage, 
) daily 15-minute show over WCAE, member, please, that the rule of will go into effect Dec. 3 for 13 NBC 


Pittsburgh, and uses car cards and 


thumb for a successful department 


Detroit, Nov. 6.—With automobile 


network stations. 


outdoor boards. Wiltman & Pratt,| store ad has long been 10 per cent. production already sharply curtailed The Red network stations and 

Inc., is the agency. So we gave curssives a 86 per cent ae cae 4 e astic cuts in — their old and new rates are: KARK, 

: ca os os -rtis agencies ? " *k Ark $1: . 

GETS READY FOR edge to begin with. motor accounts el am is aaa oes ek, ae ped ‘. ribod 

SPRING CAMPAIGN Projects His Figure their sales. Organizations are being) WTAR, Norfolk, Va., $140 to $160; 

| Detroit, Nov. 6.— Emphasizing inns its eta tee the trimmed and so are the salaries of WAVE, Louisville, Ky., $200 to 

that its New Era potato chips are | 1 Aang cee that de-| many of those who remain on the | $220; and WDAF, Kansas City, $380 

“ “highly energizing, tasteful and de- partment mores nave all hoy best payrolls. to $400. Blue network outlets 

dhe cidedly on the alkaline side.” Nico- Titel aaaae Bday om Rosige Bn hogeos m ra new model with old and new rates are: WSYR, 

GJuaranteed iwwsers | lay Dancey, Inc., Detroit, is testing H rita ge Fogpten Mw ssa Moers year billings have he d up fairly! Syracuse, N. Y., $220 to $240: 

——" | newspaper copy in preparation for owal ven projected his approxi-| well and reasonably good schedules | WHAM, Rochester, N. Y., $380 to 

a spring drive. mation of 50 per cent waste to the are in prospect for the next few | ¢40: WTCN, Minneapolis-St. Paul, 

| Consumers may “Feast Without nation’s total advertising bill, arriv- weeks, it is plain that sharp reduc- $180 to $220: WSGN, Birmingham. 

Fear!” on this energy-producing | '"8& @t @ figure of $830,000,000— | tions in automobile advertising are | Ala., $120 to $140; WXYZ, Detroit, 

food, copy declares, because par- more men the total of all exports coming. Official figures are not) $360 to $400: WCBM. Baltimore, 

from the U. S. to all Latin-Ameri- available but it is understood that! $140 to $160; KECA, Los Angeles, 

For Work or Play Get Your can countries in 1940. some of the major budgets have) g949 to $300: and WENR-WLS. 
ALKALINE ENERGY Just between us, is it any won- been cut 50 per cent. Chicago, $720 to $750. 

der that here and there business Faced with a loss of about half of | These rates apply to standard 

savants and legislators ask them- its billing in the Detroit office, | evening hour, with other rates in 

selves whether or not advertising| Geyer, Cornell & Newell is closing | proportion. Current advertisers will 

Free portraits and vitamin-rich pork is a necessary cost of doing busi-| its office in the Fisher bldg. on NOV. | receive regular rate protection for 
sausage are combined in this message to ness, or whether it may represent; 30. More than 20 members of the] one year Sani a 3 
agent ge gh —— an economic waste that the con-| staff were laid off. A group of nine | a es 

ess Co. during October. iltman 


& Pratt, Inc., is the agency sumer is being asked to pay? I am; members was retained and will | 
7 : not attempting to run down the | move to new quarters in the Kel- WMIAILING SERVICE 
a on cause of advertising. That is a) vinator bldg. John McQuigg, vice- 
PORTRAIT OFFER popular pastime, too easy to be president, continues in charge of the | 


DRAWS RESPONSES 


much fun. I am much more inter- 


Detroit office, which, 


in addition to} 


Multigraphing Filling-in 


; , Addressi Mi i 
Pittsburgh, Nov. 6.— Success of ested in the constructive steps being the Nash and Kelvinator accounts, | Addr Ss limeographing 
1 iat newspaper advertising of-| CRISP-- FRESH taken by conscientious advertising also handles the Eureka Vacuum) JME LETTER SHOP, Inc 
its Ss Spec c : - " “ ‘ " ale - 
FLAVORY men everywhere to get their craft and Gordon Baking accounts. Much | . 

ring ¢ tre “ oO > > ° ‘ : 440 8S. Dearborn St. Wabash 8655 
W a , s i Ss > > > s os ’ . r an : 

. ‘ ; ferred to the New York office. 

{ Oswald & Hess Company's — Too Many Success Stories MacManus, John & Adams is re- 
. ~ > “Le ~* =< » OT. "Ew CRA THE TREATY " - 
paign for the pork sausage it mat =e S6nGee BoP i sole _ ported to have laid off 15 members 
kets in Pennsylvania. a one Most advertising men I know, af its stall an oust of 5 velsech 
oe “4 Aiways Ready—Riwoye Fresh S Stl as i Ol & \ - 

Coupons offering the consumer a AT ALL GOOD GROCERS when this subject is introduced, go 


certificate good for a free portrait 
at a Pittsburgh studio drew a heavy 
response while the initial test copy 


: , ; , [1 f ful salary cuts. Similar action is taking | 
as he . : : »ws-| New Er; ‘ thins 05 > ce ‘les. ave k ? ff success 

was being run in Pittsburgh ne ws- | New Era potato chips 95 per cent) ©% ave Known ¢ uecess!U" place in the advertising departme nts | 

papers during October. Certificates| digestible and give them “greater | advertising campaigns that gave the | o> ine factories 

were offered in exchange for two| alkalinity than even fresh raw | advertiser his dollar's worth, plus. 


empty sausage boxes when taken to 


IN iCORP ORATED 
° rirrsew 


NICOLAY DANCEY, 
wicae 


ai 


tially -dextrinized starches make 


potatoes.” Buyers are urged to get 


| 


immediately on the defensive. They 


| cite successful campaigns that have 


quadrupled the sales of some arti- 


But we in the 


advertising business | 


ment program which is slated to go | 


much farther. 
come 


From other agencies 


also reports of layoffs and 


4 


meat dealers. Officials said the| the one-pound can at grocers, the} are human—and we talk noisily Shewell to BBDO Ar ike 
same copy may be used in other| thrifty way to buy. about outstanding campaigns, and Dunnie Shewell, for the past 
Pennsylvania cities where distribu- Test copy has appeared in Colum-| say little about those that failed. seven years with Blackett-Sample- 
bus, Detroit, Chicago and Pitts-| S0, let’s not get sidetracked in our Hummert, New York, has joined) | 
. a Pageant ‘oach to this whole problem by| the marketing department of Bat-| 4 
: burgh, the first almost a year ago. | @Pproac ~ ",, ten, Barton, Durstine & Osborn, | bs (+) 
| South Bend was added recently, | isolated SUCCESSES. Why not admit New York. Before becoming mer- |} 
SEE The current advertising, tying the| that probably 50 per cent of the) chandising director of B-S-H two| 
product up with football and “alka-| advertising money that every one years ago, Mr. Shewell was account | When you use the 
TOMOR ROW line energy,” is considered a feeler | Of us is responsible for spending is| executive on Bab-O cleaner, Tetley 
for the company’s spring campaign| being badly spent? And see what em ay, ow ee ae eee MIDWEST 
r Which is to cover > five states | we can do about it?” Mohawk Carpet Mills, Childs Com- 
The Magazine of the Future | which it esc ll the five stat “ Mr. Howard described Macy's! Pany restaurants and Phillips milk 
| Tom Schroeder, Advertising,| extensive research during the past of magnesia and toothpaste FARM PAPERS 
December Issue handles the account. three years into the reasons why | ’ 


NEWSSTANDS 


copy on request. 


Creative Age Press, Inc, | 


named vice-president of William H. 
Weintraub & Co., New York. Wil- 
liam Gallow, formerly media direc- 


WFIL Launches FM 


some ads succeed and others fail. 


stitutes good ad and what 
bad one has narrowed by 
mous margin.” 


a Is a 


tor of Schenley Distillers Corpora- ¥ : . 

25 cents tion, New York, has been appointed Isolate Significant Elements | 

a director of media for the new > ts 5 » sales results 
Advertising rates and sample agency. ‘ € By tabulating the sales results 


of ads and analyzing case histories 
the store’s researchers have isolated 
significant elements, covering fac- 


an enor-| 


Gets Calgon Account 


. you get almost TWICE the farm 


a coverage of the average National 
OUT W. H. Weintraub Adds 2 ot all the answers have been Calgon, Inc., Pittsburgh, has | farm ye in the Bidwest and 
Srvine ©. Aeestin Sevenetiy vies found, jhe said, and “our batting named Ketchum, MacLeod and | farmers pay almost TWICE as 
. S} ’ ce- | average is something less than 1.000 | Grove, Pittsburgh, to direct its ad- -h per subscripti 
president and general manager of 7 much per subscription. 

Critchfield & Co Chica 50 and wre. | Per cent, but it is astonishingly | vertising for domestic sales IN- | @ Prairie Farmer © Nebraska Farmer 

viously vico-presidens of Sette higher than it used to be and the| itial promotion will utilize news- ° S Whennis cat tanh y pe 

ON ALL Wasey & Co.. Chicago, has been, field of controversy as to what con-| P@Pers, radio and direct mail The Farmer, St. Pout 


Philadephia’s first FM transmit-| tors outside the ads themselves 
ter, W53PH, has been launched by! wrong merchandise, inopportune 
11 East 44th Street Station WFIL, Philadelphia. The s bi ‘eather. etc —as well 
“ timing, bad weather, etc.—as we 
New York, N. Y. new FM station will operate from) 4, factors inside the ads them- 7 
2:00 to 8:00 p. m. daily . atta - 
pm. Coy selves—layout, illustrations, head- N IMPOSING group of successful advertising execu- 
lines, copy. A list of 250 important : > ; . : 
1 250 W. 1340. Full Time. | factors has thus been assembled. tives and advertising agencies finds this a lucky 
Sears & Ayer, Reps., In addition to forecasting with . es 
© Local help given. reasonable accuracy the sales ap- number. It enables them to use a service consisting of 
peal of its ads, Mr. Howard said, 


ad-setting, engraving, and printing—all under one roof 


Reach a big chunk of ee eee agpedeed smog g aK deadda ; lets ' 
: Oo se e ata “0 : S cia a are 
it through the financial statistics. d 7s om i Pg ee 
DECATUR station, Declining to reveal the Macy serve you so well that you will come back again. We can 
os check list, Mr. Howard remarked : f 
that “you won't find my common lighten your burdens—and at the same time produce 


| techniques, there are some surprise€s | 


| all in your 


denominators as useful 
establish yourself.” He _ insisted 
that advertising self-analysis need 
not be an expensive process 

“I can assure you of this,” he 
said. “If you really in earnest 
on the subject reducing waste 
in advertising, and are willing to 
spend some time on an unbiased 
study of your own records, if you 
willing to discard your personal 
likes and dislikes as to advertising 


as those you 


are 


of 


are 


waiting for you. The 


records, 


answers 
if you 


are 
are will- 


| ing to dig them out.” 


better and more profitable printing for you—at a sav- 
ing of time, trouble and money. Phone Wabash 7820 


FAITHORN 


CORPORATION 


AD-SETTING + ENGRAVING + PRINTING 


504 SHERMAN STREET, CHICAGO + WABASH 7820 
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Price Ceilings on 
Many Consumer 
Items in Offing 


Washington, D. C., Nov. 6.—Price 
Administrator Leon Henderson is 
prepared to set price ceilings on 
scores of consumer products here- 
tofore not under federal control, 


whenever such ceilings become 


PHOTOS 22!°5- 


In lots ra 100. Send piste rr negative. | 


0 at $3.25 25 at $2.0 Phot o postcards 
l c-1,000 


py ae — at Strikingly Pr Prices 
Mo ed or U eae 
COMMERCIAL Puoro, 413 West 45, New York City 


Serving accounts in 37 states 


/made of copper or its alloys are 
30° x 40°—$1.7 4y x 60°—$3.50 ea. 


necessary, it was learned this week.| Henderson wired stove and radio 
Bed sheets will be among the first} manufacturers today asking them 
consumer product to be placed| not to raise prices. He asked that 
under a ceiling. Prices will be | prices be limited to Oct. 24 and 
about 15 per cent below present | Oct. 15 levels respectively, and said 
market levels. Sheet prices have|that a meeting would be held 
risen as much as 70 per cent in the shortly to plan price programs for 
past year, and the Office of Price| these products. 
Administration thinks they now —— 
cost retailer purchasers too much. Names L. A. Weaver 
Among the other consumer items| [United States News, Washington, 
being closely watched by OPA upon|p. C., has named Laurence A. 
which ceilings may be imposed at} Weaver, Rhodes-Haverty bldg., At- 
any time are radios, stoves, fire| lanta, Southern representative for 
extinguishers, plated flatwear, cook-| the publication. 
|ing utensils, table utensils, gener- ceteoemmmmmmnan 


ators and motors. All products! Adds DeLella 


sf | Larani DeLella, former! with | 
subject to ceilings. Building hard-| Julian Gross Advertising y Frog 
ware made with copper is on the/Hartford, has joined Sage-Allen & 
list for early attention. 'Co., Hartford, as display artist. 


G. R. Webber, Head 020" suit 5 
of Packaging coffee plant at Hoboken, and sin 


1935 had been in charge of §}. 
: : dard Brands’ package developme 
Institute, Dies a9 " 
New York, Nov. 4.—George R.| FRANK C. DOIG 
Webber, manager of the package| Seattle, Nov. 3.—Frank C. 
development department of Stan-| 50, vice-president and = accoyn; 
dard Brands and president of the| executive for Strang & Prise, 
Packaging Institute, died here last| Seattle advertising agency, die 
week-end in New York Hospital,| here suddenly. 
after a short illness. He was buried | 


in Augusta, Me., of which city he HORACE E. RHOADS 


was a native. | S 
an Diego, Nov. 3.—Horace fF 
PP Phan. nag Mrs —_ 1 gper Rhoads, 58, former representat ve 9 
2s 4 

the San Diego S 

the Packaging Institute. He was a | . ae um, San Fre 
|member of the Fleischmann Com- 
pay engineering department when 


Standard Brands took over that WILLIAM W STERLING 


W0lg 


Cisco 
News and Los Angeles Record jp 
Chicago, died yesterday. 


ESTINED for disillusion is this deflated dictator. 
And... he can blame his sources of information 
for a large portion of his unpleasant predicament. 


That’s one situation in which you’re not apt to catch 
our bosses at Washington today, however. For they’ve 
learned how to check important news . . . how to dis- 
tinguish between fact and wishful thinking. 


Today’s bosses at Washington read NEWSWEEK! 
Here’s the evidence: NEWSWEEK’s circulation increase 
of 98% at the nation’s capital—1940 over 1938—is the 
largest of any magazine. We have 58% of the impor- 
tant members of the National Defense Commission as 
NEWSWEEK readers. This, too, is the largest claimed by 
any magazine we know of. 


And now, in order to further strengthen its already 
extensive news coverage of the nation’s capital, 
NEWSWEEK has inaugurated two exclusive Washington 
features . . .“‘Washington Tides,” a signed column by 
Ernest K. Lindley and ‘‘From the Capital,” a page of 
news and notes by NEWSWEEK’s Washington Bureau. 


It all adds up to a further and conclusive substantiation 
of our claim that NEWSWEEK is ........... 


THE NEWSWEEKLY THAT CHANGED EXECUTIVES READING HABITS 


P. S. "America’s most important advertisers 
invested over $2,000,000 in NEWSWEEK for the 
first nine months of this year. 


WHO'S BOSS” 
AROUND WERE/ } 


Oshkosh, Wis., Nov. 3.—W lliam 
W. Sterling, 51, formerly sale~ pro. 
motion and advertising manager fo, 
the Henderson-Hoyt Company ang 
more recently an advertising solic). 
tor for the Oshkosh Daily North. 
western, died here yesterday 


WILLIAM G. PIPENHAGEN 
Milwaukee, Nov. 3.—William G 
Pipenhagen, 43, former promotion 
and advertising manager of th, 
A. J. Lindemann & Hoverson Com. 
pany, died yesterday in Sheboygan 
Wis. At the time of his death }y 
headed the Vacu-Matic Carbureto; 
Company, the Nutri-Vac Compan) 
_ and the Master Glaze Company, 


HARRY E. MYERS 

Chicago, Nov. 3.—Harry E. Myer: 
veteran Chicago advertising mar 
died at his home here Oct. 3 
During the 1916 Chicago conven- 
tion of the Associated Advertising 
Clubs of the World he was the 
convention director under Chair- 
|man DeWitt Clough, and the fol- 
lowing year he served in the sam 
capacity at St. Louis under Chair- 
man W. C. D’Arcy. At one time i: 
his career he was vice-president of 
| Lord & Thomas and also an execu- 
| tive with Erwin, Wasey. In recent 
|-years he has been associated wit! 
R. Cooper, Jr., General Electri 
| distributor for the West Centra 
states. 


Washer, Ironer 
Output Cut 17.3°/, 


The Office of Production Manage- 
ment has ordered production | 
domestic washers and ironers cu! 
17.3. per cent in the final fiv 
months of this year, as compare 
with average monthly factory sale: 
- during the year ended June 3 
1941. 

OPM pointed out that the orde 
should work no severe _ hardshij 
Estimated demand for replacemen 
washers and ironers during th 
coming year is 750,000 units, anc 
expected output will cover this } 
a wide margin and still leave 
substantial number of units for nev 
installations. 


Names Cory Snow 

Bennett, Inc., Cambridge, Mass 
has named Cory Snow, Inc., Bosto! 
to direct the advertising of its Zo 
solvent. 


when you think of spots 
| ... think of John Blair! | 
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From the 


YOUR CHRISTMAS LIST 


worlds meet loved mmsic 
on Columite Becords! 


vstral 


REVIEW OF 
THE WEEK 


COLUMBIA'S CHRISTMAS CAMPAIGN OPENER 


e 


TIONS... FOR 


eres! (otlerton of 


Masterpieces 


LOVELY STA OF THE CINEMA 
APPLAUDS THE TONAL BRILLIANCE 
Of COLUMBIA MASTIRWORKS 


FULL DIMENSIONAL TONE 1S WERE! 


4 na prowess e » Then phe 


“IT'S SO LIKE HEARING THE ORIGINAL PERFORMANCE... 
COLUMBIA MASTERWORKS ARE MAGNIFICENT RECORDINGS” 


LAMINATION REDUCES SUMFACE NOISE 55.3% 


RECOROS 


This four-color full-page magazine insertion will start off the Christmas drive 
by Columbia Recording Corp., which with RCA Mfg. Co. will launch next month 


This we have, 
this we hold 
a 


mroetan 
tlio 


the biggest holiday campaign in history. 


(Story on Page |.) 


THE REASON IS PLAIN 


vs ¥ happen thet here and 


= Is THE KIGHT of a 


man 


feet, and 


to stand on his own two 
vith hix own hands and 


laleats carve onto place for him- 


olf ane 


There is 
book bey 


his family 


the right of a woman to 
fully ahead. to raise up 


her brood im dignity and self. 


ss Akh 


7 
’ 


% 


see 


ure their rights, inalienable 


Bat the tonite de fall, the tanks 
de roll, the bullets do fly —and in 
such awortd our onl. shield cco 


‘ r 


products for national defense 


Thix is ne choice of ours — like 


sourself, we would far rather 


trspect. undictated to save by her spend our dave making thie o 
ewe mother-wiedem ead ‘oan to he more bombs of our own with tand where life con be richer 
ware bombers to carry them, more liberty enjoved. where the pursuit 
tanks and the cannen to arm of happiness can go steadily on 
There is the right of a bev to lead them, more bullets and faster 
the hale. free life of hove, ying guns to fire them But when the decision les bn 
Kites when the wind blows, play. aa tween helpir veent 
itunes and eutihess ahem the Se it ix that from Goodyear foe- prepare for impregnable defens 
°Git, xuing to erheal when ler tories meant for building things of such things. of running the cick 
mit— and out of it all somehow to enlarge life and make it better, of having theo swept away. there 
shaping » future to a goed pattern now must flow in a ewelling tide is ne option aud we feel as we 


the things our country needs if 


know sou de 


CONVERSATIONAL 


Couhdentially-- He .. Conefrcbevetrclly — Sdec 


a 


} 


Advantages of modern gas ranges find 
prominence in the confidences of the 
young lady and man pictured in this 
full-page magazine ad which will mark 
the start of a new campaign by the 


American Gas Association. Beginning 

in Life Nov. 17, copy for the association 

will appear in half a dozen national mag- 

azines between that date and next 
January. 
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With this page in the November issue 
of Fortune magazine, Magnus, Mabee & 
Reynard, supplier of essential oils, be- 
gins what is believed to be the first 
institutional campaign of its kind in a 
national publication. The company also 
is using 27 business papers in its current 
drive, the largest in its history. Import- 
ance of flavoring and perfuming oils is 
the subject of the series, which is han- 
dled by A. W. Lewin Co. 


UPSIDE-DOWN LABELS AID CANDY DISPLAY 


Red-and-white labels with identical copy on both the front and back help dealers 


display these candies packed by National Candy Co., St. Louis. 


Labels may be 


read easily, whether the packages are placed erect or stacked on the flat sides 
(as shown here) with the upside-down copy on the back of the labels showing 


clearly. 


NABISCO TREE 


National Biscuit Co. and associated food 
merchants will go after the Christmas 
trade with this holiday tree accommo- 


dating two dozen packages of cookies. 


The price of the packages is plainly dis- 
played. Many of the NBC boxes of 
Barnum's Animals, Mickey Mouse Cookies 
and Clowns find their way into Christmas 
stockings or onto Christmas trees. 


Prices are marked on the large white stars. 


ADVICE 
IT’S SMART TO BE SLIM... 


7 


The young lady rivals a tasty plate for 
interest in this first of a series of three- 
sheet posters promoting the “Ry-Krisp 
Way" of reducing. It was lithographed 
for the Ralston Purina Co. by United 
States Printing & Lithograph Co. 


STORAGE BATTERIES TO ORANGE SQUEEZERS—PLASTICS PRIZE WINNERS 


There ix the right of « «mall child we are to hold what we have. 
te That is why. for the time being. 

* chance for health and love P seees 
ond | Shille and facilities developed some Coodvear dealer may aot 

stuhter, to a goud start to ; i 

card uh that a peaceful world might have have in «tock the particular siz 

V theknows-what fine and . 
ery better tires, floor coverings. soles and kind of Goodvear tire sou 

u © mm veers te come . 

and heels. transmission belt» and vant—simpls because, that «hich 
Simple things, aren't thes. thear @ thousand like —_ we in America have, we 
things that spell \imerice and add things. now foeus on the intend te do our part 
OP 16 fee edeven! making of barrage to held 
hatlowns, Leombeer win 

% ee ee - Compared with holding i. 
Mil: ae wholesome, it seen and tails, bullet-pune- olde alien eittnadl 
GR the esmeobes re heombe ture-sealing inner tube 
‘tram down te blast them, and fuel tank«. ga- 
lanke lunge to ¢ resbh thee. beet mash-~. rubber tank track 
te fy to drive from the minds treads and a hot of 
{ 

™ the idea that these other Coods euremade 

wort PEOPLE F108 Of GOODvEAs 
i— << RES THA ON Amy OTHER KINO 
— . — 


* dealers can't supply all demands for Goodyear tires this fall, Goodyear Tire & 
suber Ce. points out in this institutional copy, it's because the company is too 
ry filling defense orders instead of concentrating on normal production. This 
vl-page copy appeared in the Nov. 7 United States News and will be carried 
ther 4&5 & spread in Collier's and The Saturday Evening Post. This public-service 
*S is the first of a new Goodyear series. Arthur Kudner, Inc., is the agency. 


J Sa # < cs op ere As ok SA 
aa > ef 4 rt Ce re ee 


These six examples of winning entries in the annual Modern Plastics competition show the range of products making use of 
plastics. In the top row (left to right) are a new non-spillable storage battery for use in portable Willard radios, industrial 
prize winner manufactured by Bakelite Corp. and molded by the Richardson Co.; a tableful of black-out glare shields 
to aid assembly and inspection tasks, made by Doane Products Corp. of Du Pont Louvreplas; and a new model Eureka 
vacuum cleaner using Durez plastics, Rohm & Hass materials and Tennessee-Eastman product, considerably lightening its 
weight. In the bottom row are an illuminated hand for window and counter displays, designed by Scheuer Art Metal 
Mfg. Co. from Rohm & Haas Plexiglas; a humidifier made by Carrier Corp., using water-resistant plastics; and the 
Dazey Super Juicer, another top award winner, designed by Barnes & Reinecke for the Dazey Churn & Mfg. Co. 
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Does Philadelphia Head Your 


“Priorities” List? 


7. certain markets undeniably 
take precedence over others; there 
are market “priorities” just as there are prior- 
ities in the use of vital materials. Defense pay- 
rolls and consumer buying increase first and 
most rapidly in the established heavy-goods 
areas. These areas are preferred opportunities 
for intensive advertising and selling... the 


basic Big Markets ready with machines, skilled 


labor and experienced management to do the 
type of defense work which must be done. 
Such a market is the great Philadelphia Work 
Shop—‘Victory’s Arsenal’—now busy on direct 
defense orders exceeding $1,945,000,000. 
There is every reason why you should put 
Philadelphia on your “priorities” list. It will 
pay you to increase your Philadelphia news- 


paper advertising substantially. 


November 10, 


Inquirer is FIRST in Philadelphia 


The Inquirer is entitled to special preference rat- 
ing because it is Philadelphia’s greatest selling 
medium... now in its eighth consecutive year in 
advertising leadership. In important advertising 
sub-divisions such as department stores and 
women's specialty shops, Inquirer pre-eminence 
is impressive and significant... particularly with 
relation to the advertising of products for which 


women do the family buying. 


DAILY Circulation exceeds 400,000 


SUNDAY Circulation exceeds 1,000,000 


Of course you know that the 


Philadelphia Market does not 
stop at the municipal bound- 
aries. You want city circula- 
tion, of course. But is that 
all you want? For instance, 
one of the many busy cities 
in the Philadelphia district 
—"“ Arsenal of America”—is: 
CARNEY’S POINT, N. J. 
Carney’s Point, N. J., is lo- 
cated in Salem County, 33 


miles southwest of Philadel- 
phia. Principal Industries: 
chemicals, explosives. The 
giant smokeless powder 
plant of DuPont, situated 
here, is playing an import- 
ant role in the present re- 
armament program. Orders 
exceeding $3,891,000 for 
powder and explosives have 
been assigned to this thriv- 


ing industrial town. 
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